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yA Big News 
V7 for Gun Dealers 


The finest of repeaters now in reach of every 
purse. The famous Winchester Model 12, world 
favorite in the field and the choice of more 
shooters at the trap than all other repeaters 
combined, now to retail at $39.50. 


And nothing changed but the price. 


Perfect balance, strength, lightness, dependabili- 
ty and accuracy have won for this shotgun the 
name—“ The perfect repeater”. 


Here’s your opportunity to bring quality and 
price together to make sales hum. 


12, 16 and 20 gauges. Order from your jobber 
at once. 
' WINCHESTER REPEATING ARMS CO. 


NEW HAVEN, CONN. 
U. S.A. 
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A GOOD NAME FOR A GOOD PRODUCT 


As the saying goes, “A chain is no stronger than 
its weakest link.” The only way you can be sure 
that there are no weak links is to buy your chain 


on the reputation of its manufacturer. 


Many generations of chain-making is the rea- 
son for ACCO leadership. For many years ACCO 


leadership has been maintained by constant 


improvement in product, quality and honest 


merchandising principles. 


ACC@ CHmrm PPECIALTIES 


Coil Chain, Welded & Weldless Sash Chains Trace Chains 

Steel Loading Chain Dog Chains Heel & Butt Chains 
Log or Binding Chains Wagon Chains Breast & Halter Chains 
Porch Swing Chains Plumber & Safety Chain Repair & Lap Links 
Hammock Chains Well Chain Hooks, Cold Shuts, etc. 
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Get a Grip on PLIER SALES 


The Pexto Line of Pliers covers the complete requirements of the Hard- 
ware man—Pliers for the mechanic, line-man, radio fan, electrician, garage 
man and the man who wants them for home use. All practical styles and 
sizes—Price range to meet all requirements. 


A Leader of the Line is this Star Rivet, box joint, side cutting plier. Made 
from special analysis steel, hardened and tempered, it grips firmly and cuts 
cleanly. 


Over a century of tool making experience enables Pexto to put into every 
Pexto Tool real quality and precision. And Pexto Tools are a profit line for 
the dealer. 


Stocked by leading wholesalers everywhere—ready for quick shipments in 
any quantity. Ask for Catalog. 





GOOD TOOLS 
Since 1819 











‘ane THE PECK, STOW & WILCOX CO. “sri” 


Pliers Squares 
Se SOUTHINGTON, Conn., U. S. A. eaitorael 
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OUT PROSPECTIN’ 


Not with a pack of burros and a gold pan, but 
in a million automobiles, WE, the nation’s 
campers, will be out prospecting again the 
far reaches of the country. 





There’s a little touch of the “sour dough” 
in most of us. We like to pitch our own 
tent—build eur own fire—cook our own 
grub. We like to rough it a bit, when 
there’s no compulsion in it. 


But we like to go well equipped, too. Cots 
and camp furniture are pretty much a neces- 
sity tous. There’s a certain pride in a hunt- 
ing knife on our belt, and just the right fish- 
ing tackle. We’re interested in a tent that 
not only sheds rain, but sets up and takes 
down with the least effort. And we’re on 
the outlook for such equipment now. 


POLE REPRE 


We know the hardware merchant for a 
dependable fellow. We like to trade 
with him, and we’re out prospecting his 
windows for the camping equipment we 
need. WILL WE FIND IT THERE? 
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Many dealers have found Union Hardware 
Roller Skates so profitable they have sold 


them continuously for more than twenty 


years. 


Their good quality, dependable construction, 
and reasonable price have made them the out- 


standing value in modern 
roller skates. 


Union Hardware Ball Bear- 
ing Extension Roller 
Skates are especially big 
sellers to children—usual- 
ly every child in a family 
wants them. They bring 
health and happiness to 
the youngsters everywhere. 










No. 5 
For Boys 
and Girls 





The Most Popular Selling Roller Skates in the World 


But the sale of these nationally known roller 
skates is not confined to children—parents, 
too, enjoy this popular pastime. 


Made with finest ball bearings, with self- 








UNION 
HARDWARE 
Roller Skates 











All jobbers handle Union 
Hardware Company Skates; 
write to us for a Catalog. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


Established 1854 


TORRINGTON, CONN. 
New York Office 151 Chambers St. 


Incorporated 1864 


contained steel rolls, and trucks that oscillate 


on best rubber cushions. 
They never disappoint. 


Patterns for men, women 
and children of all ages. 
You don’t need to stock 
many sizes—the extension 
feature makes each pattern 


skate answer for practical- 
ly all sizes. 









For Boys 
and Girls 
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OUR MOST EXACTING CRITICS 
ENTHUSIASTICALLY ENDORSE 


“PLACES HARDWARE AGE FIRST” 
About a year ago a census was taken by someone to list the 
three periodicals in the order that you enjoyed reading 
them and the one that did you the most good. ur per- 
sonal list was first, Hardware Retailer; second, Good Hard- 
ware; third Hardware Age. 


If I were revising that list today I would place Hardware 


Age first. 
Schmidt Hardware Company. 


“A VERY GOOD MAGAZINE” 


Hardware Age is a very good magazine. I take it home 
and read it then bring it to the store for the clerks to read. 
They all seem interested in the magazine. I do not think 
it could be improved upon very much. 

Edgar I. Griffith. 


“SENDS A COPY TO EACH EMPLOYEE” 


We are pleased to congratulate you upon your magazine. 
I consider the “Hardware Age” an excellent trade paper 
and have had it sent to each of my employees for several 


years. 
H. D. Whieldon. 


“ENJOYS READING IT VERY MUCH” 


We enjoy reading Hardware Age very much and don’t see 
much room for improvement. 
Huggins Bros. 
“LIKES ITS HELPFUL INFORMATION AND 
SUGGESTIONS” 

I had commented on the attractive appearance of the late 
issues, but the more attractive part of the magazine is the 
very helpful information and suggestions found between 
its covers. 

R. N. Parsons. 
“A GREAT HELP” 


We look forward each week to the coming of Hardware 
Age. We have read it for many years. We consider it a 
great help. This is our eighty-second year in the hardware 
business, in the same location. 

Morris Hardware Co. 


“BY FAR THE BEST” 


I and my entire sales force are greatly delighted with your 
wonderful publication Hardware Age. We are always glad 
to receive it, and consider it by far the best publication of 


its kind we have ever read. 
R. E. Darby. 


“ALWAYS ENJOYS IT” 


I have nothing but good to say about Hardware Age. The 
advertisements are attractive, interesting and instructive. 
The experiences of others which are related in this maga- 
zine, are valuable to any retailer. 

I have always enjoyed this book, and hope that I may 


always get it. 
E. N. Skagen. 


“READ HARDWARE AGE FIRST” 
‘We read Hardware Age first. Then other papers as time 
‘will permit. 
Every issue of Hardware Age is full of interesting subjects 
and advertising suggestions. 
Smiley Hardware Co. 


“MORE INTERESTING THAN EVER” 


We are very pleased that the new appearance of the Hard- 
ware Age has made a great difference in it. The new addi- 
tions, better illustrations, etc., help to make this magazine 
more interesting than it ever has been. 

The Hardware Age is read by almost everyone in our 


organization. 
P. J. Cummings. 


“READ IT EVERY WEEK FOR 26 YEARS” 


When 26 years ago I bought my stock of hardware and 
succeeded a firm that was in business for 30 years, I had 
the Hardware Age trade paper transferred to my name. 

It has been coming to me every week since that time and 
has been and is most helpful in guiding and managing 
my business. 








ROM every corner of the United 

States congratulatory messages 
have greeted the new HARDWARE 
AGE—new in typography and multi- 
colored covers, new features, addi- 
tional departments—making an at- 
tractive, modern, up-to-the-minute 
business magazine. 


Here are excerpts from some of these 
letters—unmistakable evidence that 
these new features have struck the 
right note consonant with the modern 
demands of the hardware merchant. 














It has always improved in everything possible to add to a 
high class ideal trade paper. 


With the new appearance you have made it more attractive 
and the larger type does add to easier reading of the many 
worth while articles and the attractive and very valuable 
advertisements displaying the many items that are so valu- 
able and desirable to stock and keep up a successful hard- 
ware store. I very much appreciate your efforts in behalf 


of the trade. 
George W. Lohr. 


“HEARS FAVORABLE COMMENTS” 


Everywhere I hear favorable comments on the improved 
content of your magazine. “What To Do” and “How To 
Do it” articles are what is needed right now and plans and 
methods that some merchant has successfully used are 
welcomed by live hardware dealers who appreciate the new 
ideas gathered from Hardware Age’s pages. Congratula- 
tions. John A. Finnegan. 
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“HASN’T LEAFED A BETTER PAPER IN 40 YEARS” 


I consider Hardware Age as good as I have ever leafed 
over in my 40 years in the business, 
D. E. Shepperd. 


“A READER FOR 29 YEARS” 


We have been a reader of the Hardware Age for twenty- 
nine years and have noted with pleasure the improvements 
that have been made from time to time. In our judgment, 
for compactness of news, arrangement, clearness of type 
and conciseness it stands without a peer. We would feel 


lost without it. 
Roberts & Green. 


“FINDS ARTICLES WORTH WHILE” 
We certainly find a great deal of use in Hardware Age, 








During its 75 years of publication, 
HARDWARE AGE has adjusted itself 
to the changes in thought and taste of 
each generation—always holding 
fast, however, to those fundamentals 
dictated by this extended experience. 


Naturally most successful hardware 
merchants and jobbers subscribe for 
and read HARDWARE AGE—and 
most manufacturers and agencies use 
it as their preferred hardware publi- 
cation. 














especially your articles on better business and editorials 
on Window Display and Store Display. 


There have been a good many articles that we have taken 
from your magazine and have applied to our store and 
found it worth while. I am sure others are doing the same. 


Service Hardware & Radio Co. 


“A PERFECT MAGAZINE FOR HARDWARE 
MERCHANTS” 
I enjoy the Hardware Age very much. The hardware trade 


almost universally look for its arrival. I like it very much 
and think it a perfect magazine for hardware merchants. 


W. H. Ringhausen, Salesman, 
Hibbard Spencer Bartlett & Co. 


“A CREDIT TO THE INDUSTRY” 


Have known Hardware Age for 25 years and it certainly is 
an ably edited journal and a credit to the hardware in- 
dustry. G. W. Pierce Hardware Co. 


—HARDWARE MERCHANTS 
THE NEW HARDWARE AGE 


“THE BEST PAPER” 


We think the “Hardware Age’”’ the best paper, up to date, 
with the newest items from the leading manufacturers and 
in all a bright and interesting weekly. 


Geo. R. Park & Sons. 


“READS THE ADS FIRST” 


We are always glad to get the Hardware Age as it means a 
great deal to us. I always look through the advertisements 
first to see what is new and get lots of information from 
the ads on articles that we sell. The articles are always 
written in a clear and concise manner and on subjects that 
mean much to any retail merchant. : 


Trenton Hardware Co. 


“BEST OF ITS KIND IN AMERICA” 


I have enjoyed a great many things that I have read in 
Hardware Age and found a multitude of things in it that 
have been very helpful to me. In fact the “Age” is full 
of good things from cover to cover in every issue. It is 
the best of its kind in America today. 

W. F. Sherwood. 


“CANNOT SEE WHERE IT COULD BE IMPROVED” 


I enjoy reading the Hardware Age, and not only that but I 
find it pays me to read it because it has the latest in it, 
and I find that I can rely on it. 


I cannot see where it could be improved on. 
Ned H. Callaway. 


“ENJOYS EVERY ISSUE” 


We enjoy every issue of the Hardware Age, it is fine. 
Would hate to have to do without it. 


Independence Hardware Co. 


“FINDS GREAT IMPROVEMENT” 


I personally find it very good reading and always find a 
great many articles of value to a dealer. It has been my 
pleasure to read it for a number of years and can sincerely 
say that there has been a great improvement in the articles, 


also in the set up of the paper. 
Coloma Hardware Co. 


“BULLY” 


We have leafed through recent issues of Hardware Age and 
find it bright, alive, attractive, easy to read, compacter in 
editorial treatment, more window displays, splendid illus- 
trations and everything. 


As Theodore used to say “Bully.” 
W. P. Pratt. 


“MUCH IMPROVED” 


Hardware Age has been much improved. Your editorials 
are interesting. The articles on display and store arrange- 
ment are a good thing, your sales talks are instructive. 
“Who makes it” section is a very helpful one, as it gives 
information not only to the one asking for it, but also to 
many readers. The window trims are also very instructive, 
giving the merchant good ideas for display. The showing 
of new goods keeps the merchant posted on new items com- 
ing into the market. Market news, of course, is something 
every dealer wants. I always look through every copy and 
find much to interest me. 
H. C. Messinger’s Sons. 
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Sell your customers a balanced rope—the 
only rope that will give them the proper 


service. 


A balanced rope is one in which all its 
qualities are equalized, one counterbalanc- 
ing another, so that maximum service will 
be derived under any condition. 


Some ropes have great strength but wear 
out quickly. In Columbian, strength and 
endurance are so perfectly balanced that it 
possesses great strength as well as excep- 
tional endurance. Scientific manufacture 


and correct fibre make this possible. 


In some ropes, lubrication is neglected to 
attain high waterproofing qualities and 
ropes insufficiently lubricated do not last 
long. Neither quality is emphasized in 
Columbian at the expense of the other. All 
Columbian is not only waterproofed but it is 
also thoroughly lubricated. 


Buy the perfectly balanced Columbian 
Tape-Marked Rope from your Jobber. If 
he doesn’t handle it, we will give you the 
name of a nearby jobber that does. 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, “The Cordage City,” N. Y. 


Branches:— New York 


Chicago Boston 


New Orleans Philadelphia 
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More Ames Shovels 
are sold than 


any other kind 


AMES SHOVEL & TOOL CO. 


NORTH EASTON MASS. ANDERSON, 
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Foreign 


IND. 





Goon carpenters know the 
value of quality in service when 
it comes to saws. Here is what 
I found out from my note book 
from talking to some of them: 


Dagmar claims Atkins Saws 
will cut one-fourth more in a 
day than any other saw on the 
market. 


Gibbs says an Atkins is the 
lightest running, fastest cutting 
saw he ever used. 

Johnson says he has three 
Atkins Saws that prove that 
Silver Steel will out-last and 
out-cut any steel ever made into 
a saw. 


Cummings says the temper of 
Atkins Saws and the Taper 
Grind make them run smooth 
and cut fast. 


The best way to sell a good 
carpenter a genuine Atkins 
Silver Steel Saw is to get him to 
use it. The next best way is to 
let him know what some other 
good carpenters say about them. 

And, by the way—a mighty 
fine present for a good carpen- 
ter is an Atkins No. 491—“the 

















finest saw on earth.” He will 
not only appreciate its wonder- 
ful appearance and balance but 
it is ready to give a lifetime of 
unequalled service. It is a gift 
he will always prize and re- 


member. 


I’ve sold some of them with 
receivers name etched on the 
blades. And they always say— 
“Boy, that IS a saw!” 


The big point to remember is 
to get your customer to know 
that saw value does not prove 
itself in any way better than 
how you use it. 


And when you find out how 
carpenters use Atkins Saws 
you'll find the reasons why they 
buy them and insist on them. 


L§ 





ABOUT HOME WORK SHOPS 


A NEW slant on this profitable market for saws and other tools is offered 
by Sam Sayles in his next talk on selling. Are you interested in new ideus 
that mean more sales? Of course you are! That’s why you should read the 
message in next week’s issue. Be on the lookout for it. And in the meantime, 
write us to put your name on the mailing list to receive FREE, the complete 
Sam Sayle’s Series, especially if you are a tool salesman. 
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No. 401 
Ship Pattern 


F HIS is the masterpiece of a 
truly fine line of saws. The same as 
the No. 400, except straight back. 
Genuine Atkins SILVER STEEL, 
taper ground, cuts free and easy, does 
not bind. Mirror polish. Has solid 
Rosewood handle of Atkins Im- 
proved Perfection Pattern that pre- 
vents wrist strain. Made in both 
regular and ship patterns. 

No. 401 regular pattern comes in 
24 and 26 inch lengths. Ship pat- 
tern 26 inch length only. 

You need only to show the saw in 
comparison with an ordinary saw to 
convince the most skeptical of 
Atkins superior quality. 

Have you read “SAW SENSE”? It 
tells a lot about saws and we will 
gladly send you a copy if you ask 


for i 
"Ne. 15 
Featherweight 
Plastering Trowel 


Tix newest in Plastering 
Trowels is the Atkins FEATHER- 
WEIGHT TROWEL, No. 15. Fitted 
with high grade aluminum mount- 
ing that makes the trowel extremely 
light, yet has the same or greater 
strength than the heavier trowels of 
older patterns. 

A SILVER STEEL Blade that holds 
a true edge, wears well, is finely tem- 
pered, well balanced and beautifully 
polished. 

The mounting is securely fastened 
to the blade with ten rivets. Has 
curved handle or natural hump 
that fits the working position of the 
hand, smoothly sanded 

natural finish. Made in 

four standard sizes. 
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Keeping Business Where It Belongs—At Home 


By LLEW S. SOULE 


size town buy approximately one-fifth of 

their merchandise away from home. Nine- 
ty-five per cent of those “outside” buyers deal 
with either mail order houses or stores in near- 
by larger cities. Where style is the predominat- 
ing factor, goods not purchased at home are 
bought from nearby city stores through personal 
inspection. Goods in which style plays little or 
no part are bought from mail order catalogs. 

More hardware is purchased by mail, than 
from nearby cities. These conclusions are based 
on a survey made by the house-to-house method, 
and the results carefully tabulated and analyzed. 

The results of this survey seem to show that, 
contrary to the prevailing opinion, poor sales- 
manship by local sales people, is not the prime 
reason why people of smaller towns trade away 
from home. Instead it is the belief that local 
prices are higher than those to be obtained else- 
where, and the restricted selection of goods of- 
fered by local merchants, which influences 
those who buy outside. 

Only one out of over 600 interviewed, ob- 
jected to local salesmanship. The owner of the 
small city store cannot therefore logically blame 
his salesmen if the people of his town trade 
away from him. He must assume the major 
part of the responsibility himself. 

Careful shopping in the town where the orig- 
inal survey was made reveals the fact that prices 
are usually lower in the small cities than in the 
larger ones; that local prices, except on special 
items used as leaders, are as low as the laid down 
prices of mail order houses, or lower. Yet— 
most people think that local prices are higher, 
and the effect is the same as if it were true. 


Pre in the average small or medium 





Where did this high price idea originate? 
There is but one answer. It originated in the 
better advertising and better display of out- 
side competitors. The constant recurrence of 
such advertising and display, with little effort 
on the part of the local merchant to counteract 
it, has gradually influenced the inhabitants of 
small towns to believe that mail order houses 
and larger city stores are selling all their goods 
cheaper than those same goods can be purchased 
at home. How can this condition be remedied? 
By better local advertising; by better interior 
and window displays; by the use of leaders 
and specials; by advertising that quotes local 
prices and stresses the values of goods carried 
in local stocks. If the individual small town 
merchant cannot prepare or stand the expense 
of better advertising, he can at least join his 
fellow merchants in a cooperative advertising 
campaign and hire a competent copy man. 

Then if the individjial local hardware merchant 
will put his store in shape, get his merchandise 
out where people can see it, adorn it with plain- 
ly printed price cards, and trim his windows 
with price-marked goods, he can stem the tide of 
outgoing business. But—he can never win it 
back by one inch ads in local papers; by dirty 
untrimmed windows and dingy, unkempt in- 
teriors; by putting less than 10 per cent of his 
goods on display and by prices marked only on 
the bottoms of articles which are hidden under 
counters or on dusty shelves. 

If you want people to know that your mer- 
chandise is good, and your prices right, tell them 
so and keep on telling them. When the public 
trades elsewhere because it does not know the 
truth about your business, the fault is yours. 


P. J. CosGRAVE, Advertising Manager 

















SHARP CURVE 





URVE 
HEAD 


by E. J. CLARY 


Beginning a series 
of three short ar- 
tieles on new trends 








SHARP “curve” lies di- 
A rectly ahead in retailing. 
While the retail end of 
the trade has undergone a grad- 
ual change and development 
within the past decade, every 
now and then a really sharp 
curve comes into sight. At such 
times the dealers who see that 
curve ahead grasp its true nature 
and adjust their methods to meet 
new conditions are the ones who 
survive and travel on to greater 
prosperity. 

That slumps actually have a 
beneficial effect in the long run 
cannot be doubted. The retailer 
at such times is forced to “take 
stock” and to “clean house”— 
to renovate his business so as to 
bring it in line with new de- 
mands. 

Any dealer who works under 
the delusion that he can go along 
on the same basis year after year, 
when all about him things are 


changing, is going to be sharply 
awakened. Never before have 
changes come so suddenly— 
changes in standards and meth- 
ods of living, changes in mer- 
chandise, prices, advertising and 
display methods—and more than 
ever the merchant must be right 
up on his toes. 


What Retailers Are 
Interested In 


Looking about the trade just 
now we find that retailers are 
chiefly interested in consolidat- 
ing their financial situations, 
making a fair profit, expanding 
their markets, building for the 
future. These, of course, are 
aims. Methods that in the past 
ten years have given the dealer 
a fair measure of success cannot 
always be relied upon at the 
present time. Never before has 
the contrast been more marked 
between the progressive store 
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and the unprogressive one than 
it is right now. All you have to 
do to assure yourself of this is to 
visit, as I have, scores of both 
kinds of places on this continent. 

The factors which the retail 
end of the trade must concentrate 
upon in 1931 and 1932 are: 
market study, better store man- 
agement, modern ideas in dis- 
play, SELLING, enlarging mar- 
kets. 

Increasing Sales 


It has been proved conclu- 
sively in recent years that the re- 
tailer has a control over his gross 
sales that did not exist twenty 
years ago. He has found from 
experience, and often to his own 
surprise, that he can SELL his 
goods as well as supply a natural 
demand; that certain things he 
can easily do will win sales any 
time he cares to put them to use. 
Not ALL retailers in this trade 
have come to this realization but 
a very large percentage of them 
know it whether they engage in 
such methods on a 100 per cent 
basis or not. 

The only thing that will insure 
a volume in ratio to expense is 
an aggressive display and selling 
policy, practiced every hour of 
the day by everybody in the 
store. For many years the av- 
erage dealer has had too much 
the attitude of the storekeeper, 
the supplier, the merchant. The 
truth of this is indicated by the 
fact that for the first time in his- 
tory of the business retailers are 
here and there actually canvass- 
ing and engaging in personal 
selling within their trading areas 
and making a go of it. 

We find them using the tele- 
phone with almost amazing re- 
sults. Never before has direct 
mail been used with more intelli- 
gence and with greater effect 
than at the present time. The 
“race” for business in any lo- 
cality where two or more of our 
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retailers operate finds the man 
who appreciates the value of an 
aggressive selling policy way in 
the lead and the others trailing 
pretty far behind. 

It takes only one to three years 
for a progressive seller to come 
into a locality and take the 
cream of the local trade from the 
old established fellow who relies 
almost entirely upon reputation, 
honest dealing and source of sup- 
ply principles. 

I know of one dealer in the 
eastern part of the country who 
pays a premium of 40 per cent 
in wages in order to get real sell- 
ing effort behind every customer 
contract made on his floor. 
Where a salesperson fails to con- 
tinuously SELL, there is a week’s 
notice and a week’s pay. Out 
they go. The gain in sales made 
by this policy attests to its im- 
mense possibilities. 

At the present time, in every 
line of business, the customer 
has a wide choice in stores. The 
“following” that sustained so 
many retailers a few years ago 
means very little today. Buses 
and motor cars have carried ‘the 
people with money to spend to 
that place of business where their 
money will buy the most and 
where the methods and merchan- 
dise have the strongest appeal. 


More attention to 
SELLING by retail- 
ers is imperative in 
today’s business. 
More than ever, they 
must study markets, 
provide better store 
management, have 
modern ideas in dis- 
play and SELLING. 


Begin this series of 
short articles now. 


This does not mean that the 
present day retailer will not 
profit from a good reputation and 
steady trade in his locality, but 
instead of a comparatively small 
number of dependable and more 
or less regular customers the 
thing most needed is a much 
wider circle of occasional or fre- 
quent patrons. There are too 
many retailers selling against 
you to hold a handful of steady 
customers at the present time. 


Broadening Markets 


This broadening of the aver- 
age retailer’s market is a thing 
that has been given a great deal 
of study in the last two years. 
The Department of Commerce 
has made several surveys of re- 
tail markets in nearly every line 
of business with the idea of dis- 
covering what the potential of a 
store may be and how the dealer 
can get a wider spread over his 
natural field of activity. It is 
certainly obvious that if a re- 
tailer can win over 3000 cus- 
tomers, he will get a better gross 
and a better net than if he con- 
fines his trading to 500 regulars. 
The tendency of many dealers to 
seldom look beyond the imme- 
diate locality for business is out 
of date in principle. People get 
around too much these days. 

To widen this market calls for 
selling activity, among other 
things, but mainly selling activ- 
ity on the*floor, in the windows 
and through the mails, over the 
wire and by means of the press. 
For selling, as applied to retail- 
ing, cannot be narrowed down 
merely to floor contacts; it must 
embrace all sales promotional 
opportunities that are available 
to the dealer. 

In future the retailer who suc- 
ceeds is going to win success 
largely because he has come to a 
realization that in order to buy 


he has to SELL. 
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In this photo of 
the store of the 
Carter Hardware 
Co., Audubon, 
Iowa, items of the 
larger sale unit 
are prominent. 
George Carter, 
who does the out- 
side selling is on 
the left. 


Outside Selling Builds Volume 


for Carter of lowa 


An aggressive out- 
side selling policy 
has enabled this Au- 
dubon, Iowa, hard- 
ware dealer to add 
greatly to his profit- 
able volume. He 
concentrates 
on items that have 
a large unit of sale. 


EORGE CARTER, Audu- 
GG bon, Iowa, believes that 
the hardware merchant’s 
place is out canvassing, instead 


of in the store. George makes a 
go of his canvassing, so naturally 
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he is on the affirmative side of the 
question, “Resolved that the 
hardware merchant should can- 
vass.”” 

Mr. Carter has two competent 
men in the store to look after the 
selling on the sales floor, or to 
run out and do a little servicing 
here and there. After satisfying 
himself that these men were com- 
petent to handle the ordinary 
routine of the day, under his gen- 
eral supervision, Mr. Carter de- 
cided to spend practically all his 
time canvassing personally on 
the larger items of the hardware 
stock. 

He concentrates on oil burn- 
ers, washing machines, radios, 
kitchen ranges, cream separa- 
tors, heating plants for school 


houses, electric refrigerators and 
other items of large unit value— 
items that bring real money and 
on which he feels that he can af- 
ford to put his time. 

The best day he ever had on 
cream separators he sold five in 
one day. The commission on 
those paid the overhead for a 
good many days around the Car- 
ter Hardware Store. Mr. Carter 
is a salesman of wide experience. 
He was with a manufacturer of 
farm implements for some years 
before he went into the retail 
hardware business in _ Iowa. 
Finally he found the opportunity 
to buy a hardware store at Au- 
dubon, a town of 2200 popula- 
He has now been in the 
(Continued on page 54) 
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HERE are so many mis- 
[ska ideas in the business 

mind as to what constitutes 
proper profits that it seems an 
almost insurmountable task to 
attempt to make clear just what 
are profits and what, while seem- 
ing to be profits, are really little 
better than outright losses. 

The idea that profit is that por- 
tion remaining from revenue de- 
rived through sales after costs 
have been deducted is self-decep- 
tive. Profit should be deducted 
first from such sales income, the 
other costs to figure. For profit 
is a real cost, no matter how the 
business man may look upon his 
method of placing it upon his 
books. Whatever is left after 
profit and loss is accounted for 
should be budgeted and the bus- 
iness made to live within what 
remains. Profit is surely the 
first consideration, since few en- 
terprises are conducted as phil- 
anthropies. 
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By H. A. RENTIN 


Profit from sales is not always 
an infallible record of results ob- 
tained, as various factors must 
be considered. The net return 
from capital invested in the in- 
dustry is the proper economic 
basis on which final accounting 
must be made. Should the in- 
vestment be turned over twice, 
granting that the profit intended 
to be gained is twelve per cent, 
six per cent is sufficient. But if 
the nature of the business allows 
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but one turnover, the profit rate 
from sales should be twenty-four 
per cent. This is the most im- 
portant part of the business 
man’s first duty to his firm—to 
determine the amount of turn- 
over and base his prices accord- 
ingly. 

It should be taken into account 
that many good stocks and bonds 
yield at least six per cent, with 
the absence of responsibility and 
worry which arise in business. 
Therefore, six per cent is not suf- 
ficient on which to base a profit 
table. Few businesses of any 
size can be conducted on the six 
per cent basis. 


Four Year Swings 


It is misleading to assume that 
profit or loss shown at the end of 
a single month or year should be 
accepted as a criterion, because 
a business must pass through 
cycles. Business may be bad 
this month or year and better 
next, and vice versa. Four years 
is accepted as the average time 
of cyclical swings in trade and 
industry. All the contributing 
causes for rise or fall in the bus- 
iness should be taken into ac- 
count before any attempt to es- 
tablish a gage is made, because 
what seems to be a profit in cer- 
tain departments, just now of say 
$100,000, might have to meet an 
offsetting loss of $50,000 in 
other departments, and the same 
idea might be carried out where 
a loss is indicated but where 
profits from some _ other 
source offset it. 

Cost of operating the plant 
—the _ overhead 
and work— is the 
real standard by 
which charges for 
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labor should be based. If this 
is not taken into the account- 
ing at its full value, it must 
follow that prices will likely be 
too low, and profits fade before 
such self-deception. Prices can 
not be fixed definitely to cover all 
operations, which must be more 
or less complicated, and if the 
overhead and precise labor to be 
done are not taken into consider- 
ation, the industry is bound to 
lose money. 

Administrative costs should 
certainly be added to manufac- 
turing and selling costs, since 
they are an integral part of such 
costs, one being so closely allied 
with the other. Budgeting should 
be applied to the business as a 
whole when regarded from the 
viewpoint of profits. Finance, 
administration, manufacture, 
sales, must be considered as a 
unit, and the budget, to work as 
it should, must cover the entire 
field of the enterprise, from the 
purchase of pencils, say, all the 
way to collecting accounts and 
pleasing the buyers. Another 
thing, budgeting cannot be sepa- 
rated from the accounting if the 
best results are to be obtained, 


and financial and production de- 
partments should be so connected 
that the chief financial officer is 
equal with the general manager 


_ in authority. Such an arrange- 


ment will enable the head of the 
enterprise to have two “right 
bowers” in directing executive 
and operating affairs. 


Look Carefully First" 


The most careful study should 
be given the matter of possible 
profits and probable loss before 
any business embarks on expan- 
sion or material changes. Budg- 
eting is, of course, one of the 
most important matters to be de- 
cided. A budget should be vari- 
able to the extent that it is flexi- 
ble as business volume rises or 
falls, as trade must have its dips 
and rises during a year. Even 
objectors to a variable budget 
can see the disadvantage of 
adopting a fixed budget and then 
being compelled to readjust it to 
conditions developing during the 
year. When the budget is fixed 
beyond change, it may even re- 
sult in a loss of money, since 
changing markets or unexpected 
developments may bring about 


the absolute necessity of varying 
its terms. “Rules were made to 
be broken,” it is true, and a 
budget that can be varied during 
the year to meet new ideas seems 
to be the most satisfactory, and 
lending itself to profits, espe- 
cially as few enterprises can gage 
their business this year on what 
was done two years ago. 

Competition is certain to be 
sharper hereafter than ever be- 
fore, and every business execu- 
tive must watch his profit and 
loss charts and his budgeting. 
Common sense, now as ever a 
motivating power in enterprise, 
must teach him whether a fixed 
or variable budget is most adapt- 
able to his industry. The execu- 
tive also must consider the mis- 
leading ideas which may, for a 
full fiscal year, cause him to be- 
lieve his company is making a 
profit, whén the returns are 
really on the other side. 

Get rid of your self-deception, 
Mr. Business Man, and _ start 
from there on the coming era 
which will be marked by the hot- 
test kind of race to hold the old 
customers as well as to develop 
new sources of profits. 


This convincing looking locomotive and tender was constructed of items of hardware from the stock of John G. Oom Hard- 


ware Co., Grand Rapids, Mich., by Sid Rozema, window display man. 


It attracted a great deal of attention and justified 


the large amount of work required to produce it. 
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By SAUNDERS NORVELL 


est the speeches, reports 

and proceedings of the re- 
cent National Retail Hardware 
Association convention in Cleve- 
land. Everyone directly inter- 
ested in the hardware trade 
should read the articles that have 
appeared in HarDWARE AGE 
about this convention. The out- 
standing thing in my mind in 
these days when so many are en- 
gaged in “throwing the bull” is 
the courageous, calm and ana- 
lytical manner in which these 
retail hardware dealers have 
faced the cold and unpleasant 
facts of business for the first half 
of this year. These hardware 
men were not hysterical, radical 
or pessimistic. They talked with 
their feet on the ground. Facts 
were facts. While there was sen- 
timent, at the same time lachry- 
mose sentimentality was con- 
spicuous by its absence. The 
keystone of the arch they built 
was the hardware man himself. 
This is a simple but a very big 
idea. Most big ideas are simple. 

There is no doubt that the big- 
gest idea for hardware manufac- 
turers, jobbers and retailers just 
at this time is the idea that they 
must not look to the outside for 
help. Each one must do his own 
job. We must do the right and 
common sense thing regardless 
of what others do. 

Making a profit is the basis of 
all business success and every 
manufacturer, jobber and re- 
tailer in the last analysis has got 
to wake up to this fact if he is to 
continue in business. There are 
a lot of foolish hardware manu- 


I HAVE read with much inter- 
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facturers, hardware jobbers and 
hardware retailers who will be 
forced finally to see that mere 
volume, without a profit, is like 
a mirage of the desert that sim- 
ply lures its victims to their final 
destruction. 

There is another thought that 
comes to us as we study the hard- 
ware business conditions of the 
past six months. General retail 
trade, according to the reports of 
the National Retail Hardware 
Association, is off about 24 per 
cent. In normal times it takes 
the profits on 75 per cent of sales 
to pay the expenses of the busi- 
ness. The net profit is made on 
the remaining 25 per cent of 
sales. Now it stands out clearly 
that unless expenses are radical- 
ly reduced, with the loss of about 
25 per cent of the total business, 
there is no profit to be made. If 
this fact is true of the retail trade 
of the country generally, it also 
necessarily must be true in an 
equal measure of jobbers and 
manufacturers. 

In many sections of the coun- 
try the credit situation has been 
badly strained. Jobbers have 
borne the brunt of carrying many 
of their retail customers. The 
harware jobbing trade of the 
United States have shown their 
strength in a most remarkable 
manner by carrying these credits 
without any smash-up. Orders 
from retailers under prevailing 
conditions necessarily have been 
frequent and in small quantities. 
Here the jobber has fulfilled his 
mission by taking care of calls 
for a general variety of goods in 
very small quantities. Hundreds 
of hardware retailers in business 
today could not have remained 





in business were it not for the 
support they have received from 
jobbers both in the way of credit 
and also in the way of service. 
These extensions of credit have 
cost the jobbers a great deal of 
money. This service rendered 
by the jobbers in these times at 
cost and less than cost, has cost 
them many thousands of dollars. 
The point I wish to make in this 
article is that while this fact is 
true without question, not a 
single article has been written in 
any publication that I have seen, 
calling attention to the great ser- 
vice that has been done to the 
hardware industry of the country 
by the jobbers throughout these 
trying times. 

Suppose the manufacturers had 
been selling goods direct to the 
retail trade. Would credit have 
been as widespread? Could the 
retailer have maintained his bus- 
iness, buying in larger shipping 
quantities from each manufac- 
turer? All familiar with the 
facts will know that such a struc- 
ture of distribution could not 
haye held. Those manufacturers 
selling direct to retail dealers 
have suffered more than other 
manufacturers selling to jobbers. 
Those manufacturers selling part 
of their goods to retailers and 
part to jobbers, have suffered 
mainly in their retail distribu- 
tion. 

When we have been in the 
habit of making money, it gets 
on our nerves to lose money. We 
become irritable and cross. We 
become very fault-finding. We 
look for faults in other people. 
This is only human nature. The 
letters from some jobbers to man- 

(Continued on page 54) 








This is the Concluding Installment of the 
series by Maxwell Droke, Pres., Business 


Letter Institute, Indianapolis, Ind., on 


Credits and Collections 


the merchant tells me, “had 

resisted all efforts at collec- 
tion, but in every case where these 
two letters and the telegram were 
used, we either received all the 
money, part of it, or a promise that 
we later followed up with good 
results. This campaign pulled more 
money for us than any other effort 
we have ever employed.” 

Registered and Special Delivery 
letters are valuable collection aids, 
because of the very fact that they 
are not widely used. These iorms 
are particularly good when the 
debtor is a small concern or in- 
dividual. 

In these cases, the registered let- 
ter is something out of the ordi- 
nary routine. The formality of fill- 
ing out a receipt is good psychology. 
The debtor knows that he has been 
put on record as receiving the mes- 
sage, and this tends to eliminate the 
usual alibis. 

Of course, the registered or special 
letter shoud be used only on old 
accounts, or where conventional 
methods have failed to bring desired 
results. It should be brief, rather 
formal, and directly to the point. 
Give the customer to understand 
that you mean business. And be 
sure to set a definite time limit (not 
longer than ten days) for the cus- 
tomer to remit, if he wishes to avoid 
more drastic action. 


Shine of these accounts,” 


Another form that is sometimes 
effective in clearing up very old 
and doubtful accounts, is the “bar- 
gain offer.” Naturally, this plan is 
recommended only in those cases 
where collection of the full amount 
seems doubtful. It works best in 
those cases where an honest debtor 
has been saddled with a heavy bur- 
den and simply cannot pay in full. 
Taking stock of the situation, you 
simply say to the debtor something 
like this: “Here, this account has 
been dragging along for months. It 
costs us money to carry it on our 
books. We want to get the bill set- 
tled, and so do you. Take a 10 per 
cent discount and let us have your 
check by the 12th of the month, we’ll 
call the account square. How could 
you make $ any easier than 
that?” 


Brings the Money 


Of course, this does not represent 
an ideal method of settlement; but 
it is better than writing off the en- 
tire amount. And in a surprising 
number of cases it brings the money. 
Quite often the debtor, shamed by 
this generous offer, sends a check 
for the full amount. 

Taking a 10 per cent loss, in such 
cases, is more profitable than turn- 
ing the account over to an attorney 
or collection agency, since collection 
fees would probably range from 15 


to 50 per cent of the amount col- 
lected, depending upon the size of 
the bill. 

Now and then a letter from the 
clerk who made the sale may be used 
effectively, especially if he knows the 
debtor rather well. Something like 
this, perhaps: 

You are getting me in bad with 
our firm, Mr. Jones, by letting 
your January account run along 
here until the middle of June. I 
have told the boss several times 
that you will pay all right, but he 
keeps asking me, “When?” You 
know how it is. 

I can’t stall this matter off much 
longer, and I don’t want to see 
you get into’ any trouble. Can’t 
you arrange to send in a check by 
Wednesday of next week? 


A manufacturer of cigars, who 
markets his product by mail, has de- 
veloped a “last resort” letter that 
works well for him. It seems to me 
that a retailer might now and then 
adapt this message to his purpose. 

This letter would be used only in 
extreme cases, where every possible 
expedient had failed, and where the 
account is too small to warrant suit. 
Here is the letter: 

Dear Mr. 

For a good many years past I 
have been dealing through the 
mails with thousands and thou- 
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sands of men all over the coun- 
try. 

My experience has proved to 
me not once, but almost invariably 
that most men—over 9914 per 
cent—are honest. They carry out 
their agreements—pay their debts. 
The amount of $—— which has 
been due us from you since (date) 
and about which I have written 
you a dozen times, is a just debt 
for cigars ordered by you, de- 
livered to and consumed by you. 
There is only one thing left for 
me to do. I have told you why 
I do not feel that I care to place 
this account in the hands of an 
attorney, or follow any one of a 
number of disagreeable procedures 
which would be the usual practice. 

I am simply going to assume 
that you are right and I am wrong 
—that for some reason—unknown 
to me—you have satisfied your 
sense of what is just and that you 
really are convinced that you do 
not owe me for the cigars shipped. 

Having reached this conclusion, 
I inclose with this a letter a receipt 
in full for the amount of your 
account: You may consider, then, 
that this is my last letter to you 
and that the account is closed. 


The Collection Agency 


And now let us briefly consider 
the possibilities of the Collection 
Agency. Sometimes merchants hesi- 
tate to use these agencies, reasoning 
that “they can do nothing for us we 
can’t do for ourselves.” 


In a sense, this is true. These 
agencies possess no“ magic power. 
They know few secrets that are not 
the common property of all good 
collectors. Yet the records clearly 
show that a collection agency will, 
time and again, get the money, when 
the creditor’s efforts have met with 
flat failure. 

Why is this? 

There are several reasons why 
debtors, of a type, will pay “the 
other fellow” more readily than they 
will the person to whom the obliga- 
tion is due. 


A Definite Step 


For one thing, a letter from the 
collection agency marks a definite 
step in the history of the account. 
Just as the debtor was about to get 
comfortably used to periodic re- 
minders of the creditor, in comes this 
message from the agency. This is 
something new. It disturbs him a 
bit. And it arouses a new sense of 
obligation. If he is well-intentioned, 
he says to himself, “I must pay that 
bill.” If he can spare the money 
at the moment, he probably sends in 
a check; otherwise, he is likely to 
make definite arrangements for sub- 
sequent payment. 

Then, too, there is another con- 
sideration: The smart debtor knows 
that agencies collect on a contingent 
basis—“no collection, no pay.” Be- 
cause they make a business of col- 
lecting money, he reasons logically 
that he cannot bamboozle or stall 
them as he has the creditor. They 





are going to be more exacting. And 
so, instead of continuing his program 
of procrastination, he proceeds to 
pay up. 

Theoretically, a collection agency 
can do nothing for a creditor that 
he cannot do for himself. They 
write collection letters. So does the 
creditor. They forward out-of-town 
claims to other agencies or collection 
lawyers. This, too, is the creditor’s 
privilege. When necessary or ad- 
visable, they file suit in behalf of 
the creditor. Even this the creditor 
can do for himself, through his at- 
torney. 

But, as we have just seen, the 
agency does enjoy certain psycho- 
logical advantages. And there is still 
another point which must not be 
minimized—the advantage of regu- 
larity. 


Works Like Clockwork 


The merchant, with a hundred 
other matters on his mind, may 
overlook or postpone action on a 
delinquent account. And much may 
be lost through failure to act at the 
precise moment. But the agency 
works with automatic and clocklike 
precision. It is their business to do 
so. 

This does not mean that all de- 
linquent accounts should be turned 
over to an agency for action. For 
various reasons a merchant may wish 
to make exceptions. But where a 
debtor has proved immune to other 
tactics, it may be well to give the 
agency a chance to test its skill. 


In Next Week's Hardware Age 


After reading the series by Maxwell Droke you will be 


interested in reading how a retail hardware firm in an 


Iowa town of 2200, carrying about $7,000 on its books, 
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Twenty-first 
of a series of 
articles for 
the man on 
the sales 
floor. Next 
Week: Don’t 
Neglect the 
Easy Cus- 
tomer. 


The Sales Danger 
of Over Persistence 


N | O other selling fault is so 
irritating to a customer 
as over-persistence. This 

is particularly true on the part 

of the woman customer. If she 
has given a salesman a definite 

“no” and a*genuine reason why 

she doesn’t care to buy, she ex- 

pects him to exercise a little com- 
mon sense, act pleasantly and 
allow her to depart. If he doesn’t, 
the chances are ten to one that 
he will merely succeed in irritat- 
ing a perfectly good customer to 

a point where she will do all of 

her buying elsewhere. Occa- 

sionally, however, a_ slight 
change in the presentation of the 
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argument will hold attention. 
For example, if a customer says, 
“No, I’m not interested in elec- 
tric washers. I have a very good 
hand machine,” the wise sales- 
man will agree instantly “I guess 
you're right, you probably do 
not need an electric just now. 
However, the power washers 
have so many new conveniences 
that it will be well for you to 
post yourself on them, then when 
the one you have wears out, as 
it will in time, you may want to 
try an electric. I’d like to show 
you how this one operates, etc.” 
Often a talk like this ends in an 
immediate sale. In all events it 


usually paves the way for a fu- 
ture sale. 

The main trouble with over- 
persistence is that it frequently 
leads to some form of knocking. 
Take the washer case for ex- 
ample. Suppose the salesman 
took this stand: “Well, you may 
think a hand washer is good, but 
it simply ruins clothes,” etc. 
With such a reply he would be 
making the vital mistake of criti- 
cizing something the customer 
already owns and believes in. 
He would be casting a reflection 
on her judgment which naturally 
no one would like. Besides 
knocking of this kind is always 
an indication of weakness and of 
disappointment at losing a sale. 
It is destructive also, because it 
leads the customer to believe 
that possibly all washing ma- 
chines ruin clothes. People do 
not like to have a salesman run 
down anything which they pos- 
sess. It puts their pride on the 
defensive, and pride is a big fac- 
tor for or against any sale. 

One of the great faults of the 
average retail salesman is that 
of viewpoint. He does not seem 
able to put himself in the cus- 
tomer’s place. His one idea is 
to sell, sell, sell. This has been 
pounded into him until it has be- 
come part of his life. He is so 
dominated with his own selling 
problems that he forgets the cus- 
tomer’s problems. He talks about 
his saws, his hammers, his vac- 
uum cleaners, his washing ma- 
chines and so forth from the time 
the customer enters the store un- 
til he is driven out by the verbal 
firing. How much more sensible 
it is to start with the customer’s 
needs in mind. Why not bring 
up the common every day condi- 
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tions which make a saw or a 
hammer valuable around a 
home? Why not turn the conver- 
sation to household drudgery 
which could be done away with 
through the use of a vacuum 
cleaner or a good washing ma- 
chine? People are naturally in- 
terested in themselves, in their 
own work, in their own prob- 
lems. They have mighty little 
real interest in your problems. 
In order to make a sale it is ab- 
solutely necessary to rouse the 
customer’s problems instead of 
your own. It is just as easy to 
do and it leads much more surely 
toward the sale you are anxious 
to make. Last, but not least, it 
does away with any necessity 
for that nagging persistency and 


its retinue of business killers. 

Keep this in mind when the 
next customer comes into the 
store. Meet her pleasantly, find 
out what she wants and serve her 
as quickly and intelligently as 
possible. Naturally if you can 
lead her interest to some other ar- 
ticle which she has not come in 
to buy, you will be doing a good 
work. If, however, when you have 
called her attention to the article, 
she says “I am very sorry but I 
am busy and will not be able to 
look at it today,” take her at her 
word. You will gain nothing by 
trying to hold her against her 
will. That is, you will gain 
nothing but her possible enmity. 
Meanwhile if you accede pleas- 
antly to her wishes in this mat- 





ter, then when she comes in with 
a little leisure time on her hands, 
she will not only grant you the 
opportunity of showing her the 
article you wish to sell, but will 
probably listen with confidence 
to what you tell her. Sales are 
usually made by an intelligent 
presentation of the value of the 
article you have for sale. Mean- 
while the customer will not listen 
to even an intelligent recital of 
value, unless he or she has the 
time at hand for the purpose. 
Many a sale has been definitely 
killed through the over persist- 
ence of the salesman after the 
customer has definitely ex- 
plained why she could not listen 
to a sales argument at that par- 
ticular time. 


Ten Rules for Rebuilding Business 


ERE are ten rules for 
building or rebuilding 
the retail hardware busi- 

ness. Read them, consider them, 
decide to act upon them prompt- 
ly if you want to fall in line 
with the big parade that is get- 
ting under way to march back 
up the hill. 

1. Get into the right mental 
attitude. 

How to do it: Cease to read, 
heed or listen to the sensational 
and pessimistic words of those 
who are more interested in tell- 
ing a big story about failure than 
in telling the truth about suc- 
cess. Look for every available 
bit of information about what 
business men are doing to stimu- 
late their sales, and absorb every 
bit of good news and optimistic 
prediction. Forget the worst and 
believe the best. 

2. Put your stock in order. 

How to do it: Clean house. 
Order all staples that are short. 
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Get out the dead wood and put 
a price on it that will move it, if 
it has to go on a five-cent coun- 
ter. Order up the new sizes, 
styles and models and numbers 
of reliable houses. Buy the nov- 
elties just coming out. Watch 
the hardware journal advertis- 
ing pages for announcements of 
new items. 

3. Develop your fall and win- 
ter advertising on a basis of at 
least 3 and, preferably, 5 per 
cent of your usual gross receipts 
for the period, and make it efh- 
cient. 

How to do it: Increase your 
newspaper space, if the news- 
paper is suitable for your use. 
If you are in business in a town 
where you can appeal to all the 
population, where the newspaper 
circulation is very largely with- 
in your trade area, the news- 
paper is probably your best ad- 
vertising medium. Increase the 
number of letters and circulars 


sent to your mailing list—after 
having the list checked by the 
postmaster for accuracy. Call 
upon manufacturers for their 
best advertising helps and use 
them! See that every advertise- 
ment, every sign and showcard, 
is just as good as you can make 
i. 

4, Make your store noticeably 
light and bright. 

How to do it: Distribute the 
lighting units to give uniform il- 
lumination, and increase their 
wattage to make the store more 
than merely light enough. 

5. Stimulate the pulling pow- 
er of your windows. 

How to do it: Show more new 
stock and novelties. Change dis- 
plays oftener, thus presenting a 
greater variety of merchandise. 
Use price cards showing prices 
in line with the day’s trend. 
Light the windows brightly, but 
with the light thrown on the dis- 

(Continued on page 56) 
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HERE never has been a 
business failure on account 


of too many practical 
records—and in analyzing the 
failure it can readily be seen 
that the business with a set of 
well-kept, modern records has a 
decided advantage over the busi- 
ness that is conducted in any 
other manner. 

In our business we have de- 
veloped a few simple, easily kept 
records, outside of our regular 
bookkeeping system, that are in- 
valuable in budgeting the buying 
of the different departments, 
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How Illinois Hardware Firm Keeps 


Profit Assuring 
Records ....c:s60 


helping us maintain a healthy 
growth in sales volume and in 
making a net profit out of every 
department. 

The basic record is the MARK- 
UP RECORD, which is made in 
duplicate by every department 
manager and which tells us at a 
glance (1) the buying budget 


for the department for the month, 
(2) the sales for the department 
so far this month compared with 
the same period the previous 
year, (3) the purchases for the 
department so far this month, 
(4) the itemized purchases for 
the week, (5) the total cost, sell- 
ing price and gross profit for all 
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purchases for the week, and (6) 
the mark-up or profit compared 
with the quota set for the depart- 
ment. The original, together 
with all invoices listed, is turned 
into the office weekly. The du- 
plicate is kept in the department. 


The Budget 


Let us analyze the information 
this form gives us and see how 
simple it is to keep this record. 


(1) The budget for the depart- 
ment for the month is based on 
the department’s sales for the 
same month the previous year, 
adding or subtracting any 
balance or shortage from the 
previous month’s purchases com- 
pared with the budget. In our 
hardware department we have 
set a mark-up quota of 33 1/3 
per cent on the selling price and 
therefore our budget for this de- 
partment would be 66 2/3 per 
cent of the sales for this depart- 
ment for the same month the pre- 
vious year. If the sales vary this 
month compared with the same 
month a year ago, adjustment is 
made at the end of the month on 
the following month’s budget. 

(2) Since the budget is based 
on the sales for the same month 
the previous year, it is well for 
the department manager to know 
how his sales compare with the 
previous year’s sales which is 
done in this column. 

(3) In this column we list the 
purchases for the week as shown 
in the itemized list below, pur- 
chases for the previous weeks so 
far this month and by adding the 
two we get the total purchases so 
far this month. By comparing 
the total purchases so far this 
month with the total budget, the 
department manager can tell at a 
glance how much he is open to 
buy for balance of the month 
and regulate his purchases ac- 
cordingly. 

(4) Here we have an itemized 
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list of all purchases for the week, 
showing the name of the seller, 
date of invoice, amount of in- 
voice, less the discount, plus the 
freight, net cost of merchandise 
laid down in the store, selling 
price, mark-up and_ percentage 
of mark-up. 

(5) In this column we enter 
the totals from the itemized list 
above—the total selling price 
less the total cost and the total 
profit. By dividing the total 
sales into the total profit we get 
the average percentage of mark- 
up for all invoices listed. 

(6) If the mark-up is greater 
than it should be, the balance is 
entered in this space with the 
“plus” underscored, or if it is 
smaller, as it is in this instance, 
it is entered with the “minus” 
underscored. By bringing for- 
ward from the previous week’s 
sheet the past minus or plus fig- 
ure we have the accumulated 
minus or plus mark-up to date 
so far this year and can tell at a 
glance whether or not the de- 
partment is maintaining the 
mark-up quota set for it. 

While at first glance this 
record may seem a bit compli- 





cated, it is really a very simple, 
easily understood record that 
contains information that is in- 
valuable to present day retail- 
ing. Fifteen to twenty minutes 
a week is all that is required to 
keep this record and if it is re- 
ligiously kept up, will prove to 
be a real profit assuring record. 
In one of our close profit depart- 
ments where we had always 
thought we were averaging about | 
25 per cent mark-up, we were 
actually averaging but 19 per 
cent when we first installed this 
record. 

One of the advantages of 
knowing your mark-up average 
is that if the mark-up runs 
higher than the quota set for the 
department, the balance can be 
taken and invested in loss lead- 
ers, which automatically stimu- 
lates all business. Since start- 
ing this record we have estab- 
lished about five or six perma- 
nent leaders in each department 
of our store, which we know we 
can afford as our average mark- 
up quota is being maintained 
and these extraordinary values 
have done much to help us main- 
tain a healthy growth. 








' KEEP 
FISHIN? 








; H! SOMERS was the durndest cuss 


For ketchin’ fish—he sure was great! 
He never used to make no fuss 
About the kind of pole er bait, 
Er weather, neither; he’d just say, 
“I got to ketch a mess today.” 
An’ toward the -creek you’d see him 
slide, 
A-whistlin’ soft an’ walkin’ wide. 
I says one day to Hi, says I, 
“How do you always ketch ’em, Hi?” 
He give his bait another swish in 
An’ chucklin’, says, “J jest keep fishin’.” 


Hi took to reading law at night 
An’, pretty soon, the first we knowed, 
He had a lawsuit, won his fight, 
An’ was a lawyer! I'll be blowed! 
He knowed more law than Squire McKnab! 
An’ tho he had no “gift of gab” 
To brag about, somehow he made 
A sober sort of talk that played 
The mischief with the other side. 
One day when some one asked if Hi’d 
Explain how he got in condishin’. 
He laughed an’ said, “I jest kept 
fishin’!” 


Well, Hi is Gow’nor Somers now, 
A big man ’round the State, you bet! 
To me the same old Hi somehow, 
The same old champeen fisher yet, 
It wasn’t so much the bait er pole, 
It wasn’t so much the fishin’ hole, 
That won for Hi his big success; 
*Twas jest his fishin’ on, I guess. 
A cheerful, stiddy, hopeful kind 
Of keepin’ at it—don’t you mind? 
An’ that is why I can’t help wishin’ 
That more of us would jest keep fishin’! 
—Ray Clarke Rose in “The Vagabond.” 
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Waterbury, Conn.: Who: takes 
the Model kerosene stove?—Strauss 
Hardware Co. 

ANSWER: 


Boston, Mass. 
* * * 


Florence Stove Co., 


KANKAKEE, ILL.—Who makes elec- 
tric score boards for- basket. ball, 
baseball, etc.?—Philip T. Lambert. 

ANSWER: Charles F. Young, 11 
S. 36th St., Philadelphia, Pa. 

* * * 


EVANSVILLE, IND.: Who makes a 
clothes line made of aluminum or 
aluminum alloy?—Fred P. Straub & 
Co. 

ANSWER: Aluminum Company 
of America, 2400 Oliver Bldg., 
Pittsburgh, Pa. 

Hotstein, Iowa: Provide names 
and addresses of manufacturers of 
bird baths as per your article on 
bird baths in the June 4th issue of 
HarpwareE Ace.—Th. Hansen & Son. 

ANSWER: Burley & Winter Pot- 
tery Co., Crooksville, Ohio; Essential 
Products Co., 144 E. Wells St., Mil- 
waukee, Wis.; Technical Glass Co., 
Inc., 2050 E. 48th St., Los Angeles, 
Cal., and Youngstown Welding & 
Engineering Co., Youngstown, Ohio. 

* * * 


New York City: Advise name and 
address of manufacturer of Remark 
shoe racks which were recently ad- 
vertised in HarpwareE AcGe.—Pur- 
chasing Department, Panama Rail 
Road Co. 

ANSWER: Robert E. Miller, Inc., 
35 Pearl St., New York City. 
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Information regarding 
sources of supply as pro- 
vided -readers of -Hardware 
Age by its Buyer’s Catalog 
Department is here pre- 
sented as an aid to others 
in the trade who may be 
seeking the same articles. 
The inquiries reproduced 
have been selected because 
of their general interest to 
hardware merchants and 
buyers. 





CHESTER, Pa.: Who makes orna- 
mental aluminum hinge plates?— 
Chester Hardware Co. 

ANSWER: Chas. Hess Co., 49 
Metropolitan Ave., Brooklyn, N. Y. 


* * * 
‘ 


N. B.—The address of the Blair 
Mfg. Co., lawn mower manufactur- 
ers of Springfield, Mass., was re- 
cently incorrectly given on these as 
Springfield, III. 

Since a recent inquiry concerning 
manufacturers of receptacles for 
used safety razor blades for installa- 
tion in modern bathrooms was re- 
ceived, it has been learned that the 
American Ring Co., 2 Hudson St., 
New York City, also makes an article 
for this purpose. 

In addition to the manufacturer 
of sparrow traps mentioned in a re- 
cent issue, we have been advised the 
Everset Trap Co., 332 W. 2nd St., 
Davenport, Iowa, makes traps for 
this use. 


LANsForD, Pa.: Who makes Bison 
glue?—Brown Hardware Co. 

ANSWER: Henry Wilhelm Co., 
Pittsburgh, Pa. 

* * * 

PortacE, Pa.—Who makes a gaso- 
line powered lawn mower, having a 
sickle bar attachment? —N. W. 
Moore. 

ANSWER—Moto-Mower Co., 3246 
E.. Woodbridge St., Detroit, Mich. 

wa * * # 

Essex Junction, Vt.—Where can 
repairs for Tor cream separators be 
obtained ?—-J. R. Baker Co. 

ANSWER — Northwestern Supply 


Co., 55 Vesey St., New York, N. Y. 


GuioucesTEeR, N. J.—Provide ad- 
dress of Cordley & Hayes, manufac- 
turers of XXth Century inverted water 
coolers.—Stinson & Dickensheets, Inc. 

ANSWER—149-A Hudson St., New 
York City. 

+. * * 

Los ANGELES, CaL.—Do you know 
of a concern making glass cabinet 
knobs by the name of McBride Mfg. 
Co.? If so, where are they located? 
—United Builders Hardware. 

ANSWER—Thos. McBride Glass 
Works, Salem, W. Va. 

* * * 

New Orveans, La.—Who makes 

the Tappan-Eclipse gas range?— 


. Louis M. Lavigne. 


ANSWER — Tappan Stove Co., 
Mansfield, O. 

BIRMINGHAM, ALA.—What manu- 
facturer brands his cast iron sink 
traps “A Fdy. Mfg. Co.” ?—M. I. Gin- 
gold Furniture & Hardware Co. 

ANSWER—American Foundry & 
Mfg. Co., 11th & Herbert Sts., St. 
Louis, Mo. 
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KANKAKEE, ILL.—Where can we 
buy the Rolls safety razor ?—Philip 
T. Lambert. 

ANSWER—This razor is produced 
by Rolls Razor, Ltd., London, Eng- 
land and the U. S. distributor is Lee 
& Schiffer Co., 11 E. 42nd St., New 
York City. 


* * * 


CHARLEROI, Pa.—Who makes the 
Miller kitchen wall clock? Also pro- 
vide names and addresses of several 
manufacturers making long spout 
sprinkling cans for potted flowers.— 
Grant-Bliss Hardware. 

ANSWER—1. Miller Herman 
Clock Co., 256 Charles St., Zeeland, 
Mich. 2. Central Stamping Co., 591 
Ferry St., Newark, N. J.; Wm. 
Hodges Co., 109 Arch St., Philadel- 
phia, Pa., and A. Kreamer, Inc., 
Brooklyn, N. Y. 


* * * 


GREENFIELD, Mass.—Where can we 
obtain information on electric shrub- 
bery and hedge trimmers?—F. I. 
Webster Co. 

ANSWER —The list of manufactur- 


ers of products of this type, as it ap- 
pears in the Hardware Age Catalog 
was provided. Copies are available 
upon request. 

* * 

TomaH, Wis.—Who makes fibre 
funnels and measures? — Andres 
Hardware Co. 

ANSWER—Almo Trading & Im- 
porting Co., 61 E. llth St., New 
York, N. Y. 

ATTLEBORO, Mass.—Who makes in- 
expensive leather holsters for boys 
to use with cap pistols?—William F. 
Flynn & Son. 

ANSWER—Arrow Novelty Co., 62 
W. 14th St., New York City; Atlantic 
Specialty Co., 107 Lewis St., New 
York City; Kenton Hardware Co., 
Kenton, O.; and Monroe Mfg. Co., 
655 Van Sinderen Ave., Brooklyn, 
N. Y. 

GaLEsBuRG, ILL.—Where can we 
buy policemen’s clubs and whistles? 
—Churchill Hardware Co. 

ANSWER—Clubs: Bogert & Hop- 






per, 223 Varick St., New York. City; 
E. B. Estes & Son, Inc., 25 Vander- 
bilt Ave.,, New York City; R- F. 
McCrillis Co., Norwalk, Ohio, and 
Union Hardware Co., Torrington, 
Conn. Whistles: Union Hardware 
Co., Torrington, Conn.; Graton & 
Knight Co., Worcester. Mass., and 
Waterbury Mfg. Co., 237 Grand St., 
Waterbury, Conn. 


* * * 


New York, N. Y.—Have you ever 
heard of a concern by the name of 
Lock Service & Supply Co.? If so, 
please provide address.—New York 
Brass Turning Co. 

ANSWER — Locksmith Service & 
Supply Co., 745 Beubien St., Detroit, 
Mich. 





* * * 


Granp Rapips, Micu.—Who makes 
metal step ladders?—-Modern Appli- 
ances Co. 

ANSWER—Korecto Products Co., 
1300 Athens Ave., Cleveland, Ohio, 
and Fellows & Co., 53 High St., 


Boston, Mass. 
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This window from the Stambaugh-Thompson Hardware Co., Youngstown, Ohio, shows a complete 





modern kitchen, guaranteed to attract the attention of any housewife. 
the floor and the latest types of appliances were displayed appealingly. 


JULY 23, 1931 


Real inlaid linoleum covered 








Show 


F. AMESBURY 

trimmed the farm 

@ and garden tool 
window at the left for Matt 
Hardware Co., Carroll, 
Iowa.—A seasonal window 
at this time. The refriger- 
ator window below, from 
Brown - Rogers - Dixson, 
Winston-Salem, N. C., sug- 
gests comfort for hot 
weather, while still more 
labor-saving and comfort- 
giving devices are shown in 
the window of A. Galpin’s 
Sons, Appleton, Wis. (top 
of page opposite). Cool- 
ness dominates the window 
at the bottom of the page, 
which comes from Paul 


Moore, Washington, D. C. 
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Show the Public 
iw... Maeep Cool and 


HEW! 
ts 
hot! 


Say, look at 

that refresh- 
ing window! Everything there Do a. 
to make one comfortable on a will find sim- 
day like this. ple directions . 


Lp ‘6 ’ for producing | 
Install this window and “you'll this “block of 


be hearing ’em” and “seeing ice” as an at- 
em” too. It’s easy to make, too. tention com- 


That cake of ice, for instance, pelling poster 
Soa for your hot 
can be made to look so realistic ii tlie 


that you will surprise yourself. dow. 
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Collect Customers 


How to Make It 


Here is way to go about it. 
Decide how many times larger 
than the chart herewith you wish 
to make the block of ice and 
draw the same number of squares 
upon your compo board and map 
the picture in just as you would 
a map. Remember how you used 
to make maps in school? 

When you are ready for the 
colors, use this scheme: Give the 
entire cake, with the exception of 
the icicles, a tone of very light 
green, the vertical line shading 
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a darker green and the cross- 
hatch a corresponding blue. 
When this. is finished streak the 
block with white. This will give 
the illusion of transparency. 
Then proceed with your letter- 
ing. This will give you a win- 
dow that the whole community 
will talk about. You’ll hate that! 


Here Is a Good One 


For the backyard playground 
window, no chart is necessary. 
A really smart thing to do would 
be to get real weathered boards 
and construct a fence and paint 





the sign upon it crudely, as 
though children had done it. 

If preferred, it is a simple 
matter to make the background 
of compo board and have the let- 
tering in any bright color de- 
sired. Some artificial grass on 
the floor would add realism to 
this window and also give help- 
ful color to the merchandise. 
Don’t forget the price tickets in 
these windows and make ’em 
give some useful information 
that will make papa’s hand do a 
high dive into his cash pocket. 
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Give Your Bird a New Home! 


Bird Cage and Stand 


$()00. 


9 t 
Don’t Talk About Now is your opportunity to pur- 
High Prices—Come No.¥3 | chase a new handsome bird cage 


to Our Store Wide and stand at a remarkable sav- 
ing. Well built base easily re- 


moved for cleaning—gay bright 


CLEARANCE | colors, green, red, golden yellow 


Dilow drs ensue of the Boo- and blue enamel or of brass. 
cials. You'll find them in 


every department. 


(Home Furnishing Items 
and Prices) 
Items and Prices 


STORE NAME 





STORE NAME x 


oo C-L-E-A-R-A-N-C-E 


Order ex — Ice Tea Sets 


If you have local stereotyping 


facilities, request the complete hs . 
sets of mats of all the adver- R 

tising illustrations of these two > 

pages, enclosing your check for : R 

$1.25. If you need mounted ; S 


“uts order them by number given 
under each cut, listing the num- 
bers in a column. Figure tne 
charge of 35c. for each cut when ‘i 

less than ten cuts are ordered ; : = Formerly $0.00 
when ordering ten cuts or more 
figure the charge at 30c. for 
each cut ordered. Enclose check 
with order, please—this saves The thrifty housewife will be thrilled when she sees 


bookkeeping for small amounts. 3 a . . . 
Send all orders to these beautiful ice tea sets selling for this price. 


HARDWARE AGE 
ADVERTISING FEATURE STORE NAME 


239 W. 39th St. | New York City 
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Will Succeed With July Clearances! 































Do You Find Time to Rest and Read? bie 
Don’t Run Away 


There is nothing that adds to the drudgery of work in and 


around the home like old wornout utensils. At the low prices from ’Ole Man 
we are offering modern up-to-date equipment, you really 
can’t afford to wear out your health struggling along with Golf 


old things. ‘ 
He’s a good friend to have; 


he will take you away from 
the cares and worries of 
your business—get you out 
in the open air and sunshine. 
We have a complete line of 
golfers’ supplies at prices 
that are right. Come in and 
look them over. 












































No. Y8 No. Y9 No. Y10 


Floor Polisher Ash or Garbage Can Refuse Burner or 
and Wax with Lid Very handy — good and prices) 
Makes your floor look Heavy galvanized heavy construction, 
like new. An oyt- steel, well constructed. electric welding. 
standing value at this Capacity 00 gal. Capacity ........--- 


price. $0.00. Price $0.00. ssa STORE NAME 
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No. Y11 ‘ No. Y12 No. Y13 
High Metal Stool Garbage Can Mop Pail and Wringer 1 
A household necessity. Heavy galvanized A great labor saver No. Y4 “ 
This one is well built. steel, guaranteed leak- at a real bargain. 
CN: . snes bed 6b wes proof. Capacity 00 Price $0.00. 1 
Price $0.00. gal. Price $0.00. F : RM j 
_ 1 
Here’s Great News {I 
For Quick Clearance for You | 
You've heard a lot about lower 
PRI( ES SLASHED production costs and prices re- } 
a but we believe never in ] 
the past fourteen years have 
On All Hot W eather Items you seen such high grade farm I 
equipment at such low prices as ] 
We must work fast to move out these hot weather Store| Name) are featuring. J] 
items to make room for new merchandise. You Shop here and bank the dif- 
= will have to move fast too, in order to take advan- ference. 
N tage of these great savings! Thrifty customers will . 1 
No. Y7 come to look, but remain to buy, and buy, when they Items and Prices 1 
@ see the ated, quality of this merchandise and the low j 
prices. uantities are limited, so come today! Look at these prices! STOR E NAM E 
Items and Prices ! 
IoI I Sy 
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What They Say 


Representative Hardware Men Reflect an Im- 
proved Business Sentiment in Letters to 
HARDWARE AGE, but in the Majority Do 
Not Expect Specific Actual Sales Increases as 
a Result of the International Debts Morato- 


They Also Feel That It Is Too Early 


to Predict What This Move May Accomplish. 


Small Step in Right Direction 


ScHENEcTaDy, N. Y. 
—I think the Hoover 
Debt Moratorium is a 
small step in the right 
direction. It avoids an- 
other severe jar that 
would otherwise have 
occurred if this means - 
of absorbing it had not , 
been resorted to. Germany could 
not have continued payments at this 
time. 

The problem is so large that the 
great majority of people including 
myself, do not understand it, and 
therefore no betterment in general 
business can be expected. 

So far as our firm is concerned, 
we are just as optimistic now as we 
were before the plan was suggested. 
We feel that every one ‘is trying to 
get their house in order, economizing 
where possible and necessary, and on 
this basis the world must and will ad- 
just itself. 


E. A. MAHONEY, 


David Mahoney Company, Inc., 
President, N. Y. State Retail Hardware 
Association. 


Sentiment Is Better 

ATLANTA, Ga.—We find a better 
sentiment among our customers and 
business associates. 

They seem to feel that the worst is 
over and that general conditions are 
on the up grade. 

We have definite evidence of this 
in our own business as our sales 
are running ahead of 1930. 

We fee! that the low price point 
has been reached on some items, but 
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believe a great many items are still 
too high. We are purchasing only 
for current requirements. 

DEAN S. PADEN, 


Vice-Pres. and Gen. Mar., 
King Hardware Co. 


There’s Less Pessimism 


LouIsvILLE, Ky.—While there is 
no appreciable improvement in our 
current business to date, there is un- 
doubtedly a better feeling among 
the merchants as a whole. There is 
less pessimism. 

With the bright crop prospects we 
feel considerably encouraged over 
the outlook for fall. Whatever is 
realized on this year’s crop can sure- 
ly be applied against indebtedness 
and the purchase of greatly needed 
items, for there should be an abun- 
dance of feed for the stock and food 
for the family gathered and stored 
away for the coming winter. 

We so firmly believe that things 
are better that we are placing large 
orders for our requirements at this 
time. We are definitely increasing 
our stock of merchandise. 

C. R. BOTTORFF, 
President, 
Belknap Hardware & Mfg. Co. 


Much Better Feeling 


INDIANAPOLIS, IND.— 
Regarding the effect on 
business of the “Hoover 
Debt Moratorium,” we 
are pleased to advise 
that thus far we have 
found in our contacts 
with the trade from one end of the 


United States to the other, a much 
better feeling. 

The direct evidence of this en- 
couraging attitude of mind on the 
part of the merchants is shown by 
increasing orders for stocks to take 
care of their fall and winter trade. 
This naturally brings about the plac- 
ing of more orders for raw materials 
on our part so that we may be able 
to take care of the growing demand, 
in a satisfactory manner. 

N. A. GLADDING, 
Vice-President, 
E. C. Atkins and Company. 


Good Initial Step 


NORWALK, 

Conn.—As an 

initial step in re- 

lieving a critical 

European _ situa- 

tion which 

would have seri- 

ously involved 

this country, Mr. 

Hoover’s cor- 

structive sugges- 

tion deserves much commendation. 
Its effect over here will be measured 
chiefly during the long term—it will 
have little immediate effect on busi- 
ness. 

Business men seem more cheerful. 
Orders are small, but arriving with 
regularity. We are getting our 
share of available business. 

There is still much to be liquidated 
—rents, light, heat, power, many in- 
flated capital structures, frozen bank 
loans, and the wages of organized 
labor—tell me when this necessary 
liquidation will be completed and I 
will tell you when better business 
will arrive. 

E. B. GALLAHER, 


Treasurer, 
Clover Mfg. Co. 
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About the Moratorium 


A More Hopeful Tone 


PHILADELPHIA, Pa.— 
Since Mr. Hoover’s an- 
nouncement of his plan 
for a Moratorium on 
inter-govern- 
mental debts, there has 
been a distinctly more 
hopeful tone to busi- 
ness. Orders placed 
with us have shown more than a 
seasonable increase. We, ourselves, 
are not placing orders on a more 
optimistic basis because we have 
realized for some time that this is a 
buyer’s market and we have pur- 
chased and covered ourselves for a 
considerable period ahead in order 
to provide for the improvement in 
business for which every one is im- 
patiently waiting. 

FAYETTE R. PLUMB, 


President, 
Fayette R. Plumb, Inc. 


Depends on Farm Markets 


BiueE Mounp, ILtt.—No, we do 
not find buying sentiment any better 
and do not expect any improvement 
until the farm markets react. We 
buy only our immediate needs. 


CHARLES E. BRADLEY. 


Very Worthy Move 


PITTSBURGH, PA. 
—During the past 
thirty days and 
particularly since 
the _ negotiations 
with foreign na- 
tions bearing on 
the debt mora- 
torium, we find a 
better feeling 
among the trade 
and our business associates. The 
general sentiment is that our Pres- 
ident has inaugurated a very worthy 
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move and which should be helpful 
to all classes of business. 

Up to the present time we have no 
increase in volume, yet by reason of 
the better feeling many merchants 
are beginning to figure on their fall 
and winter requirements and specifi- 
cations which have been “held up” 
are now being released. 

Today we have more confidence in 
the market than we have had for 
sime time. Prices on many lines 
will surely have an upward tendency 
in the near future. 

A. J. BIHLER, 


Vice-President, 
James C. Lindsay Hardware Co. 


No Evidence of Change 


Curicaco, ILL. 
—We feel that it 
is too soon to 
see what effect 
the Hoover Debt 
Moratorium will 
have on business. 
As yet we have 
seen no evidence 
of any change. 


C. J. WHIPPLE, 


President, 
Hibbard, Spencer, Bartlett & Co. 





Too Early to Say 
Boston, Mass.—I be- 


lieve it is too early to de- 
termine any result from 
the Debt Moratorium. 
To be sure there is talk 
in the trade here about its 
desirable effect on busi- 
ness, but it is only talk. 
There is yet no tangible 
proof of this desired effect. 





We are 


still operating conservatively. 


RUSSELL M. SANDERS, 
H. M. Sanders Co. 


Makes Situation Hopeful 


MANSFIELD, OHIO. 


—The Debt Mora- 
torium created a 
hopeful _ situation 
among customers 


and others’ with 
whom I am associ- 
ated, but no appre- 
ciable effect upon 
volume of business. 





No evidence of improvement ex- 
cept “over the counter” sales of sea- 
sonable merchandise. 


Our company is not placing orders 
for other than early delivery. The 
market tendency is still toward a 
lower level and merchants are not in- 
terested in any shipments unless 
prices are guaranteed against further 
decline. 

W. B. MARTIN, 
President-Treasurer, 


Martin Hardware Co., 
N. R. H. A. Director. 


Sentiment Slightly Better 


RicHMonD, Va.— 
We find some little 
better sentiment 
among our custom- 
business 
associates. There is 
very little evidence 
of betterment in the 
hardware _ business 
in this section. Our firm is not plac- 


ing orders for requirements on a 
for a reason 


ers and 





more optimistic basis, 
we do not believe that our lines have 


reached their lowest point. 


THOS. B. HOWELL, 


Howell Brothers, 
N. R. H. A. President. 
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Helps General Business 
Psychology 


INDIANAPOLIS, IND. 
—My own feeling is, 
generally, that the 
typical hardware re- 
tailer has not yet 
seen reflected in his 
business any appre- 
ciable results from 
Mr. Hoover’s efforts 
for the Moratorium. 

That the general business psychol- 
ogy of the entire country was helped 
materially has been quite apparent, 
but the typical hardware merchant 
will naturally be one of the last to 
be reached by any marked change in 
business conditions. 

HERBERT P. SHEETS, 
Managing Director, 
National Retail Hardware Association. 


Creates New Optimism 

Sr. Louris, Mo.—Business is better 
and in our opinion will continue to 
show improvement each month. The 
Hoover Debt Moratorium supple- 
mented by good summer crops, and 
good prospects for fall crops, has 
created a new optimism. We shall 
not be surprised to see a shortage of 
merchandise in the hardware indus- 
try before this year has gone into 
history. 

Perhaps you may regard my state- 
ment in regard to shortage of mer- 
chandise as a little over-optimistic, 
but I am sincere about this because 
all stocks—retailers’, jobbers’ and 
manufacturers —are extremely low, 
and a 15 per cent increase in dollar 
volume would undoubtedly cause 
shortages on seasonal lines. 

Two weeks ago I took my family 
down to the Virginia farm by motor, 
and the three days that we were en 
route gave me an excellent oppor- 
tunity to see the country side, and in 
the twenty-five years that I have been 
interested in crops I have never seen 
a better stand of wheat, oats and hay. 

The wheat is now being harvested 
and is not only showing a good yield, 
but a very good grade; and notwith- 
standing the fact that commodity 
prices are low, the farmer will make 
from $10 to $15 per acre gross, and 
most of our farmers employ little 
labor. So that even though commod- 
ity prices are down, there will be a 
lot of new money, and it will be dis- 
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tributed quite generally over the 
country. 

At the present moment the pros- 
pect for corn is unusually good. We 
will have a three billion bushel crop. 
The prospects for cotton are good in 
all sections, and the southern plant- 
ers will raise it and harvest it on such 
a low basis that even 8c. will make a 
tremendous spendable crop. 

We are right enthusiastic out here 
about the fall months. Please under- 
stand we have no thought of gétting 
back to normal business this year, 
but we do believe that we will have 
a 15 to 20 per cent increase in buying 
over the fall months of 1930. 

L. E. CRANDALL, 


Vice-President, 
Simmons Hardware Company. 


Favorable Sentiment Has 
Evaporated 

Boston, Mass.— 

Regarding the Hoover 

Debt Moratorium, we 

being joint signers of 

the underwriting of 

the War and having 

the most ability to 

pay, the Moratorium 

simply serves us with 

advance notice that we shall probably 

pay for most of the War eventually 

any way, and the Moratorium is the 

advance notice that we are probably 

never going to get paid but very little 
anyway. 

Since we have one-half of the 
world’s gold and the same proportion 
of the world’s credit, we have got to 
lend other countries the capital to 
come back with eventuaJly, so why 
not part of it now? 

The favorable sentiment produced 
by the move has largely evaporated. 
Orders are worse than they ever have 
been, even in 1921. 

We expect business to. be better in 
the fall, but are placing no orders 
anticipating it. We are very optimis- 
tic for the future. 

ALVAN T. SIMONDS, 
President, 
Simonds Saw and Steel Co. 


No Direct Evidence 


Kansas City, Mo.—The Hoover 
Debt Moratorium had its effect on the 
stock market and many of our people 
in this mid-west country expressed 
opinions indicative of better business 
conditions. 


We can see no direct evidence of 
business betterment. Wheat is selling 
in the Kansas fields for twenty-three 
and twenty-four cents per bushel. 
Crude oil in Kansas and Texas is sell- 
ing for fifteen cents a barrel. Other 
crop conditions are good. We expect 
cotton to hit the market of 1907-8, 
from five and one-half to seven cents 
per pound. 

We are not placing orders based on 
the Hoover Debt Moratorium. Being 
in an agricultural and oil country, 
we must associate our activities along 
merchandising lines, with the money 
people have to spend. However, 
dealers’ stocks are running low and 
we can see considerable activity 
ahead. We know that many mer- 
chants must buy merchandise to re- 
main in business. Naturally this 
gives us *an optimistic view for the 
future. 

We are answering in accordance 
with conditions in this agricultural 
center, the “Heart of. America.” . 

J. E. WOODMANSEE, 
, Treasurer, 
Richards & Conover Hardware Company. 


Created Optimism 


Boston, Mass.—I am of the belief 
that the Hoover Debt Moratorium 
created a feeling of optimism among 
business men, but do not believe that 
it has had any influence on our own 
business. This feeling has lately 
been dissipated on account of Ger- 
many’s financial plight. 

I have talked with quite a few 
hardware manufacturers during the 
past few weeks, and they all state 
that their business is improving. 

G. S. WILSON, 


Decatur & Hopkins Co., 
President, National Hardware Association. 








Hardware Prices Not Affected 
Seriously in Mail Order Cuts 


The report a week ago that Mont- 
gomery, Ward & Co. in issuing its fall 
and winter general catalog had cut 
prices, created considerable interest in 
the hardware trade. It was understood 
that the reduction averaged 10 per cent 
below spring quotations. While the 
new catalog does show price declines 
justifying the statement of an average 
of 10 per cent cut, a study of new prices 
suggests that standard hardware mer- 
chandise cataloged has not been af- 
fected seriously. 
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Conlon Corp. Issues 
Merchandising Manual 


Conlon Corp., Nineteenth Street and 
Fifty-second Avenue, Chicago, IIl., has is- 
sued a merchandising manual illustrating 
the features of Conlon electric appliances. 
The manual gives points in the sale of the 
line. How to sell women on the different 
appliances is given attention in the book- 
let. Questions that a customer might ask 
and good answers to those inquiries are 
given. The various models of washing 
machines and ironing machines are illus- 
trated and briefly described. Several pages 
are devoted to an illustrated lesson in the 
proper use of the Conlon ironer. Copies 
of the manual are available to salesmen 
and dealers carrying the Conlon line. 





Richards-Wilcox Folder 
Shows EaR-Way Tracks 


Richards-Wilcox Mfg. Co., Aurora, III, 
has issued a folder illustrating and de- 
scribing the EaR-Way tracks. These 
tracks do away entirely with loose brack- 
ets as they are attached to building by 
means of bent ears which are an integral 
part of the track. Attachment is made by 
means of lag screws. In cases where two 
runs of track are necessary, a joint sleeve 
is furnished which locks the track firmly 
together, making a smooth runway at the 
joints. Price information is quoted. 





Myers Bulletin Describes 
Vacuum Gages, Irrigation 


The Myers “Water Way,” sales and ser- 
vice bulletin, for June, issued by The F. E. 
Myers & Bro. Co., Ashland, Ohio, contains 
information as to various standard and 
unusual uses to which Myers pumps have 
been put. The two inner pages of the 
bulletin relate to overhead irrigation prob- 
lems and use of the vacuum gage for de- 
termining whether or not the pump is per- 
forming its duty in creating a vacuum to 
cause water to flow to the pump. It may 
also be used to tell successively whether 
there are air leaks in the suction line or in 
the water end of the pump, etc. Points to 
consider in the purchase of such a gage 
are given in the bulletin. 





Keystone Catalog Shows 
Hardware, Plumbing 
Specialties 


The Keystone Brass & Rubber Co., 
Philadelphia, Pa., have just issued their 
1931 catalog of 80 pages. The entire line 
of hardware and plumbing specialties is 


JULY 23, 1931 


illustrated, the majority of the items being 
in full color. Included among the articles 
in the booklet are garden hose, faucets, 
faucet attachments, bath and shampoo 
sprays, spray connections, shower heads, 
fittings, curtains, syphons and other bot- 
tlers’ supplies, metal and china bathroom 
fittings and accessories, water flushers, 
force cups, tank balls, rubber washers of 
all descriptions, plumbers’ tools, screws, 
bolts, cast iron specialties, household and 
plumbers’ chemical preparations, valves, 
brass and malleable iron fittings, gas ser- 
vice cocks and accessories. 

The pages, of heavy stock, are fitted into 
an orange and black loose leaf binder. All 
items are grouped according to their use 
and a handy reference index saves time 
thumbing through the pages. 

In addition to the page in the book de- 
voted to the Keystone anti-splash bath and 
shampoo spray, the company has _ had 
printed a 4-page folder on this article with 
its patented feature that prevents splash- 
ing of clothes, walls and floors. 





vip 


CHROMALOX 


ELECTRIC 
RANGE 


UNITS 





Chromalox Unit 
Window Display 

Edwin L. Weigand Co., 7500 Thomas 
Blvd., Pittsburgh, Pa., offers dealers 
this window display for showing the 
Chromalox super speed electric range 
unit. Consumer folders entitled: 


“How to modernize your electric range 
quickly and economically” are also 
available to dealers. The folder in- 
dicates size and list price of various 
size units for different popular elec- 
tric ranges. 






New Catalogs and Dealers Helps 


Iver Johnson Issues 
Fire Arms Catalog 
The Iver Johnson’s Arms & Cycle Works, 


Fitchburg, Mass., has issued an attractive 
catalog illustrating and describing shot- 
guns, trap guns, bolt action safety rifles, 
revolvers and various accessories. Several 
of the shotguns, a revolver and a rifle are 
explained in detail by means of diagrams. 
Information as to firearms care, servicing 
and guarantees is included in the booklet. 





Archery Catalog Has Data 
On Range Operation 


Archery Catalog No. 20, recently issued 
by Indian Archery & Toy Corp., Evans- 
ville, Ind., shows illustrations of archery 
sets, surf boards, professional archery 
equipment, golf clubs, toys, aquaplanes 
and rope spinner’s lariats. Prices on sels, 
equipment and accessories are indicated 
together with various specifications. Illus- 
trations are in actual colors. 

The rear pages of the book tell how to 
install and operate an archery range. In- 
formation is also included on the formation 
of an archery association and what to in- 
clude in the constitution. 





Western Cartridge Booklet 
Shows Dealer Helps 


Western Cartridge Co., East Alton, IIL, 
has issued a booklet which shows repro- 
ductions of cuts and mats offered free to 
Western dealers. [Illustrations also show 
window displays, counter cards, window 
transfer signs, movie slides, leaflets and 
other dealer helps offered. Order blanks 
for the material are included in the hook- 
let. 





Wooster Brush Issues 
Complete Catalog 


Representing almost a century of brush- 
making achievement and merchandising 
experience, the new Wooster catalog is 
packed full of important brush informa- 
tion. Descriptions of new lines recently 
developed, market-tested Wooster assort- 
ments, Wooster merchandising and display 
ideas are included as well as the proper 
care and use of brushes and their guar- 
antee. 

Logical listing of styles, kinds, sizes and 
the identification of popular selling num- 
bers are two new features of the catalog 
everyone will quickly appreciate. There 
is little or no duplication. By following 
the recommendations of the Wooster 
Model Stock Plan and referring to this 
concise catalog, it is said to be easy to 
keep stocks complete and hold brush in- 
vestment to a minimum. 
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KIBLER IS PRESIDENT 
BUFFALO STEEL CO. 


William J. Kibler has been 
elected president of the Buffalo 
Steel Co., Tonawanda, N. Y., suc- 
ceeding the late J. G. Joseph. 
Mr. Kibler was formerly a vice- 
president of the company, which 
he served for over 20 years. 
August Klinger now fills the post 
of vice-president, which was left 
vacant by Mr. Kibler’s promo- 
tion. Mr. Klinger has served the 
company for about 20 years, 


KREBS PIGMENT, COLOR 
CORP. IS BEING FORMED 


A new company, Krebs Pig- 
ment & Color Corp., is in process 
of formation. This company will 
consolidate the lithopone and dry 
color business of the Krebs Pig- 
ment & Chemical Company, Inc., 
and the pigment and dry color 
division of the Grasselli Chem- 
ical Company, Inc., with the 
titanium pigment business of the 
Commercial Pigments Corp., sub- 
sidiary, Commercial Solvents 
Corp. The new company is be- 
ing organized jointly by the du 
Pont Co. and its affiliated com- 


pany, Grasselli Chemical Co., 
Inc., and the Commercial Sol- 
vents Corp. 


It is expected that the organi- 
zation will be completed about 
Aug. 1, with Carl H. Rupprecht, 
now manager of the pigment and 
dry color division of the Grasselli 
Company, as president, and Zack 
Phelps, now vice-president of the 
Krebs Pigment & Chemical Com- 
pany, Inc., continuing in the 
same capacity with the new com- 
pany. 

The Krebs company will have 
main offices at 256 Vanderpool 
Street, Newark, N. J., and branch 
sales offices in Cleveland, Ohio, 
Chicago, IIl., and other cities 
where the individual companies 
have previously been represented. 
Warehouse stocks will be main- 
tained in twenty-six cities. 

Plants will be at Newport, 
Del., Newark, N. J., and Balti- 
more, Md., as heretofore. Prod- 


ucts and established brands pre- 
viously manufactured by the indi- 
vidual companies will be con- 
tinued. 

The firm of R. T. Vanderbilt 
Company, Inc., sales agents for 








the Commercial Pigments Cor- 
poration, will continue to sell 
titanium dioxide. 





ATKINS HEADS MFRS. 
NATURAL GAS ASS’N 
H. C. Atkins, president, E. C. 
Atkins & Co., Indianapolis, Ind., 
has been named president of the 
Manufacturers’ Natural Gas As- 





H. C. ATKINS 


sociation, an organization of lead- 
ing manufacturers of Indianapo- 
lis, who are attempting to bring 
natural gas from Kentucky and 
the Panhandle district into the 
city. James S. Watson, Link- 
Belt Co., Chicago, Ill., is a di- 
rector of the association. 
J. H. RAND, JR., PRES., 

REMINGTON RAND, INC. 


James H. Rand, Jr., was elected 
president of Remington Rand, 
Inc., Buffalo, N. Y., at a meeting 
held July 15. Mr. Rand, who is 
also chairman of the board, suc- 
ceeds William F. Merrill as presi- 
dent. The latter resigned as a 
director. An additional member 
was elected to the board of di- 
rectors. H. J. Fuller, a former 
director, was not reelected at the 
annual meeting of the directors, 
but was elected to fill the new 
seat on the board. 





DONALDSON, MGR., 
RACINE UNIT, MASSEY- 
HARRIS CO. 

Lindsay M. Donaldson has 
been appointed general manager 
of Massey-Harris Co., Racine, 
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Wis. George White continues as 
vice-president of the Racine com- 
pany, but after Aug. 1 will be- 
come general sales manager of 
the entire Massey-Harris organi- 
zation, with headquarters in To- 
ronto, Canada. W. M. La Ven- 
ture continues as secretary and 
treasurer at Racine, David Sel- 
heimer, until now production 
manager at Racine, has been 
made factory manager, with 
supervision of purchasing and 
experimental departments. 





GEORGE E. SLY PASSES 


George Eugene Sly, who was 
identified with trade and _ busi- 
ness paper publishing for some 
40 years until 1924, when he re- 
tired, died suddenly while en 
route through St. Charles, Mo., 
driving his own automobile. He 
was 60 years of age and lived at 
Asheville, N. C. For nine years 
he was a director of the United 
Publishers Corp., of which Harp- 
ware AGE is a part, devoting 
himself particularly to the papers 
serving the automobile industry. 





McClaskey Acquires Buffalo Wholesale 


Head of Burhans & Black, Syracuse, 


Plans Extensive 


Development of Combined Wholesale Organizations 


W. C. McClaskey, president 
and treasurer of Burhans & 
Black, Inc., Syracuse, N. Y., has 
acquired control of The Buffalo 
Wholesale Hardware Co., Buf- 


falo, N. Y., and becomes its 


W. C. MeCLASKEY 


president and treasurer. The 
Buffalo firm, strictly wholesale, 
has been in business for more 
than thirty years. The Syracuse 
organization was founded in 
1870. A. W. Weaver and N. A. 
Taber, who have been with the 
Buffalo company since its incep- 
tion, continue with that unit. 
The former as secretary and as- 
sistant treasurer and the latter as 
vice-president and merchandise 
counsellor. 

Mr. McClaskey states that when 
his plans are completed, a sell- 
ing and distributive force will be 








brought together under a single 
management, with thirty-five road 
salesmen and a resident organiza- 
tion of 185 people for both the 
Syracuse and Buffalo houses. 
The business of both firms in- 


A. W. WEAVER 


cludes all hardware lines, miil 
and factory supplies, electrical 
and auto supplies, sporting goods 
and housewares. 

Mr. McClaskey will continue 
his management of Burhans & 
Black, Inc., as in the past. The 
present officers of Burhans & 
Black, Inc., with Mr. McClaskey 
as president and treasurer, in- 
clude G. C. Costello, vice-presi- 
dent and E. C. Kruger, secretary. 
The board of directors include 
the general officers, Chas. G. 
Ralph, Edward J. Byrne, James 
E. Gere and Edward B. Lynch. 
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(From Our Washington Bureau) 

The United States Supreme 
Court has been asked to recon- 
sider its recent 5 to 4 decision 
upholding the Indiana chain 
store tax law, on the premise that 
the Court had been under a mis- 
apprehension that chain stores 
enjoyed advantages over unit 
stores, The petition was filed by 
the administrator of the estate of 
Lafayette A. Jackson, operating 
a chain of 225 grocery stores in 
Indiana, who had won in the 
lower court in its attack on the 
constitutionality of the State 
law, but lost when the case was 
appealed by the State to the 
Supreme Court. 

It is claimed in the petition 
that the decision establishes a 
new and “dangerous principle 
which strikes at the future prog- 
ress and growth of American 
business.” The declaration is 
made that the far-reaching con- 
sequences of the decision were 
not foreseen by the Court. The 
decision, it was stated, places no 
limitation on the power of States 
to increase the amount of taxa- 
tion on the owners of chain 
stores to an “oppressive” extent 
and “to the point of destruc- 
tion.” 

In addition to the Indiana case 
the Supreme Court has before it 
appeals attacking the constitu- 










































U. S. SUPREME COURT MAY RECONSIDER INDIANA 
: CHAIN STORE TAX LAW 


tionality of chain store tax laws 
of North Carolina and Missis- 
sippi. Chain stores are not alone 
in feeling that if the Indiana 
decision is upheld States gen- 
erally will turn to graduated 
taxes on retail business, includ- 
ing cooperative and department 
stores especially. Some individual 
independent retailer interests 
have expressed the view that the 
precedent opens the way for 
taxation on them along the lines 
of the Indiana State tax, though 
necessarily not at rates which 
rise so high. Especial study is 
being given to the matter be- 
cause it is realized as inevitable 
that new taxes cannot be long 
deferred. They perhaps will not 
be sought at the next session of 
Congress, seeing that it convenes 
on the eve of a presidential cam- 
paign. But the Treasury ended 
the recent fiscal year with a 
deficit of almost $1,000,000,000. 
It is clear that the next fiscal 
year will also face a deficit, and 
its amount will depend in large 
part on the recovery or failure 
of recovery of the business de- 
pression. On top of the deficit, 
due to purely domestic condi- 
tions, will be superimposed an 
additional one by reason of the 
debt moratorium, the heaviest 
sacrifice resting with the United 
States and involving about $246,- 
000,000. 





BLACK & DECKER WIN 
SAFETY CAMPAIGN 


AWARD 
During the past six months, 
seventy - nine manufacturing 


plants in and around Baltimore, 
Md., have been competing in the 
safety campaign sponsored by the 
Baltimore Safety Council for 
stimulating greater interest in 
the elimination of lost time acci- 
dents. The bronze trophy was 
awarded to The Black & Decker 
Mfg. Co., Towson, Md., for its 
enviable record during the cam- 
paign. There were no lost time 
accidents in the Black & Decker 
plant in the past six months. 





DAVID MAYDOLE TOOL 
APPOINTS TWO AGENTS 


The David Maydole Tool Corp., 
Norwich, N. Y., has appointed 
Moldin, Weber & Co., Ltd., Syd- 
ney, Australia, manufacturing 
representatives, to handle the 
sale of all Maydole products in 
Australia. The Moldin, Weber 
organization maintains offices in 
Brisbane, Melbourne, Adelaide 
and Wellington. 

Joseph T. Mauss, 201 N. Wells, 
Chicago, IIl., factory representa- 
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tive, has been given charge of 
sales in the Chicago district for 
the Maydole company. 





SCHNECK REPRESENTS 
CLAWSON MACHINE CO. 


Clawson Machine Co., Flag- 
town, N. J., has announced the 
appointment of C. F. Schneck, 
443 S. San Pedro Street, Los An- 
geles, Cal., as Pacific Coast rep- 
resentatives. William Van Deusen 
is in charge of the company’s fac- 
tory representative on the coast. 

Inquiries in Texas and border- 
ing States on the ice shaving ma- 
chines of the Clawson organi- 


ation should be directed to 
Wade-Thompson Co., Wichita 
Falls, Tex. 


W. S. WYLIE JOINS 
STELLWAGEN & SON 


William S. Wylie, formerly 
connected with Sargent & Co., 
New Haven, Conn., is now asso- 
ciated with Fred L. Stellwagen 
& Son, 90 West Broadway, New 
York City, and will call on the 
trade in the metropolitan area. 
The Stellwagen organization now 
represents Ames Shovel & Tool 
Co., North Easton, Mass.; Chan- 





trell Hardware & Tool Co., Read- 
ing Pa.; Eagle Mfg. Co., Junkunc 
Bros. Padlock Co., Chicago, IIl.; 
National Door Check & Mfg. Co., 
John Stortz & Son, Inc., Utica 
Drop Forge & Tool Co., and 
Wirfs Corp., St. Louis, Mo. 





1932 N. Y¥. CONVENTION 
AT NEW YORK CITY 


The thirtieth annual conven- 
tion and exhibit of the New York 
State Retail Hardware Associa- 
tion, Inc., will be held Feb. 2 to 
5, 1932, at New York City. The 
exposition will be held at Madison 
Square Garden, with Past Pres- 
ident R. J. Atkinson as exhibit 
manager. Headquarters hoiel 
will be announced later. In mak- 
ing this announcement Secretary- 
Manager John B. Foley says the 
exhibit will be open every night 
until 10 p. m. to permit the pub- 
lic, for which purpose at least 
500,000 admission tickets will be 
distributed by dealers in the 
metropolitan area. 

It is planned to make the com- 
ing show a very comprehensive 
affair, with plenty of new mer- 
chandise and display ideas, typi- 
cal of the times. Being the 
same week as the annual conven- 
tion of the National Retail Dry 
Goods Association, it is believed 
that many department _ store 
house furnishings buyers will be 
in town, providing an additional 
trade attendance to interest ex- 
hibitors. Mr. Foley’s office is at 
510 Hills Building, Syracuse, 
ING 





CORRECTION 


In connection with the news 
item announcing the death of 
Frank B. Platt, vice-president, 
Farwell, Ozmun, Kirk & Co., St. 
Paul, Minn., as published in 
HarpwareE AcE, July 16, on page 
44, the following appeared: “For 
many years he had been active in 
the hardware business, starting 
his career in Rochester, Minn., 
with A. O. Ozmun & Co. The 
company later moved to St. Paul 
as Farwell, Ozmun & Jackson.” 
C. H. Bigelow, Jr., of the com- 
pany, advises us of the following 
correction: “The fact of the case 
is that this firm was already es- 
tablished as Cheritree & Far- 
well here in St. Paul in 1859, 
many years before Mr. Platt 
joined in company with Mr. Oz- 
mun. It did not, therefore, move 
to St. Paul from Rochester.” 





J. M. WHITCOMB DIES 


John M. Whitcomb, Whitcomb- 
Carter Co., Beverly, Mass., hard- 
ware dealers, died at his home, 
July 9, following an illness of a 
month’s duration. Mr. Whit- 








POOL DIES; WAS BUYER 
FOR HIBBARD 

Fred P. Pool, buyer of tinware 

and kindred lines for Hibbard, 

Spencer, Bartlett & Co., Chicago, 

Ill., died July 5 in his sixty-fifth 





FRED P. POOL 


year. He started in the retail 
hardware business in Sandusky, 
Ohio, as a young man and lIater 
served as a buyer for a Toledo 
wholesale distributer. In Janu- 
ary, 1903, he entered the employ 
of Hibbard, Spencer, Bartlett & 
Co., and served them continuous- 
ly up to his death. 

Mr. Pool was well known to 


the hardware trade and bore an 
enviable reputation; possessed 
an uncanny sense of values and 
had sound merchandising ideas. 
His loss will be keenly felt by 
his friends and business asso- 
ciates. 

































comb was born in Beverly 55 
years ago and prior to becoming 
identified with the hardware 
business was a manufacturer of 
shoes. He was one of the lead- 
ing business men of the town, a 
member of the Rotary Club, a di- 
rector of the local Y. M. C. A. 
and of the Beverly Building As- 
sociation. Besides his wife, 
Mary D., he is survived by a son 
and a brother. 





WALLING DIES; WAS 
DAMASCUS BRANCH MGR. 


B. B. Walling, branch man- 
ager of the Damascus Steel Prod- 
ucts Corporation, New York 
branch, 149 Church Street, New 
York City, passed away on June 
23. Mr. Walling had been con- 
nected with the Damascus Steel 
Products Corporation as its New 
York City representative for 
many years, and was previously 
connected with several other 
hardware firms in the metropoli- 
ton district, and, having spent 
about thirty years in the hard- 
ware business in the metropolitan 
district, was very well known tu 
the hardware trade. 
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TRAVELING SALESMEN 
HOLD ANNUAL MEETING 


The seventeenth annual con- 
vention of the National Council 
of Traveling Salesmen’s Associa- 
tions of America was held July 16 
at the Hotel Pennsylvania, New 
York City, with more than 1600 
registered delegates on the list. 
At the business meeting in the 
afternoon officers were elected as 
follows: President, Joseph H. 
Dryer; vice-presidents, Herbert 
L. Schamberg, Emil Lipmanson, 
Benjamin Wurzberger and 
Charles F, Abbott; secretary, Sol 
Wolerstein; treasurer, Archie FE. 
Foise, and chairman of the board, 
Seymour N. Sears. William S. 
Adams continues as managing 
director. 

The evening was devoted to 
the convention smoker. Presi- 
dent Dryer summarized the ac- 
tivities and plans of the council, 
Governor Franklin D. Roosevelt, 
New York, spoke by direct wire 
from the executive mansion, 
Albany, and expressed regret 
that he could not attend in per- 
son, as originally planned. The 
governor said that salesmen were 
among the keenest observers of 
economic situations and that un- 
less given a proper chance to 
carry on their work, prosperity 
could not be hoped for. Dr. 
Virgil Jordan, McGraw-Hill Co., 
New York City, spoke on “The 
Business Outlook.” He was in 
favor of price and wage main- 
tenance as a means of bringing 
better times back to the nation, 
stating that cutting expenses by 
dropping employees and-by hold- 
ing on to assets did much harm. 
There is now only a decrease of 
5 per cent in production under 
that of normal times, he held. 
A 25 per cent increase in all 
prices would bring back pros- 
perity promptly, in the 
tion of Dr. Jordan. 

Charles F. Abbott spoke of the 
necessity of selling at a .profit in 
order to improve business. He 
said that one price only should 
be the rule, as price concessions 
was unethical and dangerous. A 
vaudeville show followed the 
speeches. 


KANSAS CITY PICNIC 
WAS HELD JULY 15 


Hardware dealers of Greater 
Kansas City gathered at Fairy- 
land Park, July 15, for the an- 
nual picnic of the Kansas City 
Hardware Club. The club in- 
cludes retail hardware dealers in 
both Kansas City, Mo., and Kan- 
sas City, Kan. The usual con- 
tests were conducted and _ ice 
cream was served, Free dancing 
was a feature of the evening. 
Various jobbing and manufactur- 
ing firms in the Kansas City 
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BROWN-CAMP HARDWARE HAS BEEN IN BUSINESS 


Records show that the prede- 
cessors of the Brown-Camp Hard- 
ware Co., Des Moines, Iowa, 
wholesale distributors, were in 
business in 1855. As accurate 
records of incorporations and 
partnerships were not kept, in 
the present day methods the ex- 
act date is not known. The 
organization believes that the 
company was in business about 
four years prior to 1855, 

The first known firm name was 
Child, Sanford & Co., a wholesale 
and ‘retail hardware business. 
Later the firm of Child, Sanford 
& Howell was formed. In 1901 
the firm became incorporated 1s 





APOLOGIES TO 
SIOUX CENTER! 


In the July 16 issue of 
HarpwarE AGE, a couple 
of errors crept into our 
story about the DeRuyter 
Hardware Store in Sioux 
Center, Iowa. We stated 
that this town was located 
in Nebraska, which, of 
course, is obviously error 
enough, but we further 
erred when we placed the 
population at a mere 500. 
The fact is that Sioux 
Center boasts three times 
that number. The first 
error was just plain darn 
carelessness, but the mis- 
take in population was a 
slip of the typesetting ma- 
chine. What the DeRuyter 
people did was good store- 
keeping in any size town. 
Our sincere apologies to 
Sioux Center. 











trade area donated prizes to be 
awarded in the various contests. 
The president of the club is 
Frank Spink of the Bunting 
Hardware Co., and the secretary 
is John Long of the Anchor 
Hardware, Thirty-ninth and Pros- 
pect. 

Representatives from the fol- 
lowing jobbing and manufactur- 


‘lund, Fay © Granger, 











Brown-Hurley Hardware Co. The 
present name was adopted in 
1910. Frank J. Campbell then 
became president, remaining ac- 
tive head of the firm until his 
death in 1929. The present 
building was completed in 1924, 

This photograph shows a group 
of employees who have been with 
the company from 15 to 46 years. 
Reading from right to left they 
are: Fred H. Henry, Fred Frank- 
lin, Charles H. Drewe, Ernest A. 
Edwards, Edwin C. Graves, 
Alfred Lundgren, Wm. L.. Oster- 
Raymond 
Hurst, Edna Galusha, Charles A. 
Wid, Alice B. Lucy; Walter T. 





ing firms attended the gathering: 
Townley Metal & Hardware Co., 
Richards & Conover Hardware 
Co., Harbison Mfg. Co., Sewall 
Paint & Varnish Co., Cook Paint 
& Varnish Co., Wheeling Corru- 
gating Co., Stowe Hardware & 
Supply Co., and others. The 
Kansas City Hardware Club has 
more than a hundred members. 


SAVORY, INC. AND CEN- 
TRAL STAMPING UNITE 


Savory, Inc., and Central 
Stamping Co. have been united 
under a single control, it was an- 
nounced July 15. Interests af- 
filiated with the Republic Metal- 
ware Co., which owns and op- 
erates Savory, Inc., are reported 
to have purchased a majority of 
the Central Stamping Co.’s capi- 
tal stock. : 

The Savory organization’s fac- 
tories are located in Buffalo, 
N. Y., and manufacture a wide 
line of specialties for the kitchen. 
This company was founded in 
1836 under the name of Sidney 
Shepard & Co., and in 1905 was 
incorporated as the Republic 
Metalware Co., with G. Sidney 
Shepard as chairman of the 
board. 

The Central Stamping Co., of 
which E. M. Blake is president, 
grew out of the original tin- 








MORE THAN 75 YEARS 


McNerny, vice-president and 
general manager; Eric L. Turn- 
quist, Gertrude Putnam, Fred B. 
Pennington, Winifred C. Ham- 
mond, Walter L. Englebrecht, 
Gustav A, Stegmann, Edward J. 
Merriman, Claude E. Riley, Ed. 
Williamson and Dan Reece. Mr. 
Lundgren and Mr. Wid have the 
longest records, the former hav- 


ing completed forty-six years of 
service. A number of travelers 
not shown in the picture have 
been with the firm for many 
years. 

Mr. McNerny joined the com- 
pany in 1902 as order clerk. 


ware factories of Nathaniel EF. 
James in Newark, N. J., and E. 
Ketcham & Co. in Brooklyn, 
N. Y., the former established in 
1834. Today the company op- 
erates a large plant in Newark, 
producing kitchenware for house- 
hold and institutional use. 

It is not expected that any im- 
portant change in the operations 
of the two companies will ie 
made at present. However, some 
close working arrangement be- 
tween..them will eventually be 
effected. 


SARGENT-KEATING WILL 
CLEAN BANK VAULT 
TIME LOCKS 


The Sargent-Keating Company, 
277 Broadway, New York City, 
has been formed for the cleaning 
and servicing of bank vault time 
locks. Linus Keating, formerly 
president of the J. M. Mossman 
Company, is president of the new 
firm; W. R. Hill, president of 
Sargent & Greenleaf, Inc., manu- 
facturers of bank locks, is vice- 
president, and Frank V. Polk, 
formerly secretary of the J. M. 
Mossman Company, is secretary. 
A service organization for the 
servicing of bank locks in the 
United States and Canada will be 
maintained. 
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Generar Marker News 


New York, July 22.—Whole- 
salers report retailers are plac- 
ing more frequent orders al- 
though individually these are not 
very large. This is due very 
largely to the prevalence of ab- 


normally low retail stocks which 
are needing constant fill-in ship- 
ments, Current orders call for 


both staple and seasonal lines. 
At the present time the demand 
for canning and preserving ma- 
terials is very active at relatively 
firm prices. Interest in future 
delivery of fall lines is light. 
Although there is little reason to 
expect drastic declines there 
seems to be a feeling among the 
trade that it is too early to place 
these orders. 

Continued exercise of care in 
extending credits has helped im- 
prove collections in practically 
every major section. 

Both wholesalers and retail- 
ers continue to show considerable 
interest in the development of 
the International Debt Mora- 
torium and generally report that 
this activity has improved the 
morale of business, although as 
yet there has been no tangible 
sales improvement that can be 
connected with the movement. 





Chain Store Sales Decline 
During Month of June 
Results for June, 1931, reported by 
forty-seven chain store companies, in- 
cluding three mail order concerns, show- 
total sales of $305,598,272, against 
$512,751,375 in June, 1930, a decrease 
of 2.28 per cent, according to Merrill, 
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OF THE WEEK 


Lynch & Co. The three mail order con- 
cerns alone show sales of $52,415,360, 
against $58,696,781, a decrease of 10.70 
per cent. Excluding the mail order 
concerns, forty-four chain store com- 
panies show sales of $253,182,912, 
against $254,054,594, a decrease of 0.34 
per cent. 

Forty-seven chain store companies, 
including three mail order concerns, 
show total sales for the first six months 
of 1931 of $1,816,332,855, against 
$1,894,092,136 in the corresponding 
period of 1930, a decrease of 4.10 per 
cent. The three mail order companies 
alone show sales for the period of 1931 
of $284,376,737, against $320,741,561 
in the corresponding period of 1930, a 
decrease of 11.33 per cent. Excluding 
the mail order concerns, forty-four 
companies show sales for the first six 
months of 1931 of $1,531,956,118, 
against sales of $1,573,350,575 in the 
corresponding period of 1930, a de- 
crease of 2.63 per cent. 





Domestic Business Conditions 
Charted by Government 


For the week ended July 11, 1931, 
weekly figures available to the Depart- 
ment of Commerce through the Survey 
of Current Business indicate that bank 
debits outside New York City decreased 
from the preceding week and were 
under the same period in 1930. Total 
loans and discounts of Federal Reserve 
member banks showed a slight decrease 
from the previous week, and were well 
below those of a year ago. Interest 
rates on call money remained at the 
same level as reported for the past 
seven weeks, the average rate for the 
week being slightly more than one-half 
that prevailing during the same week 
last year. Time money rates decreased 
slightly from the week preceding, and 
were also slightly more than one-half 
that prevailing during the same week 
last year. The average price of repre- 
sentative stocks decreased after a two- 
week rise. Stock prices were still 
about 29 per cent under the average 
price during the corresponding week 


in 1930. Bond prices increased slightly 
for the fifth consecutive week, reach- 
ing the highest level since the middle 
of May. Number of business failures, 
as reported by R. G. Dun & Company, 
decreased as compared with the week 
previous, reaching the lowest level so 
far this year, and 9.1 per cent under 
the corresponding week last year. 

Wholesale prices, as measured by 
Fisher's composite index of 120 com- 
modities, decreased slightly and was 
17 per cent under the same week last 
year. Prices of agricultural products de- 
creased, and were about 29 per cent 
under the same week in 1930. Prices of 
non-agricultural products, however, rose 
slightly during the week, but were still 
almost 12 per cent under last year. The 
price of cotton middling dropped from 
the week previous, and the price of elec- 
trolytic copper also decreased. The com- 
posite iron and steel price for the week 
was the same as reported for the week 
previous, and was 6.7 per cent under 
the same week last year. 


(See chart on following page) 


Electric Output Increased 
Week Ended July 11 


The production of electricity by the 
electric light and power industry of 
the Uunited States for the week ended 
Saturday, July 11, was 1,655,245,000 
kw. hrs., according to the statistical re- 
search department of the National 
Electric Light Association. This shows 
an increase over the previous week, 
which contained the Independence Day 
holiday and it is 0.3 per cent above the 
corresponding period of last year. 

The Atlantic seaboard shows an in- 
crease of 4.6 per cent in electrical out- 
put above last year. The great cen- 
tral industrial region, outlined by Buf- 
falo, Pittsburgh, Cincinnati, St. Louis 
and Milwaukee, registers, as a whole, 
a decrease of 3.2 per cent, while the 
Chicago district shows a decrease of 
3 per cent. The Pacific Coast shows a 
gain of 2.6 per cent from last year. 
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Basic Business Indicators for Week Ended July Il 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


Outstanding factors that continue to encourage the business morale are increasing of money in circulation, 
decline in business failures, an upturn of freight loadings and the even level of time and call money rates 
and of building contracts. Used as an employment index because of its diversified industrial employment, 
the Detroit report is somewhat disappointing, as it continues to go down, though not as sharply as during June. 
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Cuicaco, Iu., July 21. 
EVERAL months of continued 


light ordering have, as was sus- 

pected, run retailers’ stocks com- 
pletely “dry” on many standard and 
seasonable selling items. Conservative 
buying by wholesalers has not pre- 
pared their stocks for sudden rushes, 
and during July some really serious 
shortages, of, temporary nature, have 
bothered both jobber and dealer. Even 
manufacturers have been unable, with 
reduced forces and operating sched- 
ules, to ship late fill-in orders with the 
required promptness. These experi- 
ences are already resulting in better 
ordering of fall goods by all branches 
of the trade. Yet it is a strange fact 
that, even during such “famine” 
periods on some seasonable lines, there 
has been much seemingly unwar- 
ranted price-cutting on these very 
goods by a few wholesalers. 


PRICE CUTTING 


Manufacturers and others who know 
wholesalers’ costs have been amazed 
at the persistence of evidently unprof- 
itable pricing by certain jobbing 
groups, on important staple and sea- 
sonable lines.- Fighting for volume or 
preference, without profit, in days 
when volume can hardly be greatly 
increased, and on important lines 
which comprise a heavy share of the 
year’s sales, must probably be offset 
by a too high mark-up on other lines. 
Some manufacturers even approach 
the retailer with the bait of low prices, 
which, as in the case of certain sheet 
metal lines, are frequently coupled 
with correspondingly low quality. It 
is a question whether any continued 
policy of “price-wrecking,” in any 
branches of hardware distribution, can 
help business back to its desired 
normal. 

Allowing for the reactions which 
have occurred from the spectacular 
changes of late June, the leading 
metals, except copper, have maintained 
considerable strength. Finished steel 
averages a shade above the June 15 
basis. Copper has lost all its rise and 
is back to 8 cents or less, excess sup- 
plies’ and excess production being the 
natural cause. Tin is approximately 
2 cents per pound above the level of 
a month ago, and values are now 
almost completely controlled by an 
International Tin Committee. Prac- 
tically all producing areas are coop- 
erating to curtail and control the out- 
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put of tin. Lead is 60 cents per 100 
pounds higher, and zine about one- 
half cent higher per pound, for the 
thirty-day comparison. Oil prices in 
the main producing fields are on a 
starvation basis—far below cost of pro- 
duction. Prices are reported from 22 
cents down to 10 cents per barrel, and 
in one field 6 cents per barrel is the 
best offer. Hundreds of wells are 
shutting down, even at the risk of 
water seepage and other deterioration 
damage. Conditions in the oil fields 
are the natural result of the uncon- 
trolled and wasteful handling of this 
highly important natural resource. 


CREDITS AND MANAGEMENT 


Everything considered, credit and 
collections hold up fairly well. Al- 
though many retail merchants have 
made a recent thorough house cleaning 
of their business, a considerable num- 
ber are continuing to do business under 
old “rule-of-thumb” methods. They 
fail to realize the need of better stock 
and expense control—of improved ad- 
vertising and merchandise display. 
Cash and credit sales must be definitely 
known, sales people must sell more, 
and records of sales are urgently 
needed. Low margin, high expense 
and overbuying are danger signals that 
cannot safely be ignored. 


NEW MAIL ORDER PRICES 


The first copies are just out, and a 
casual review does not indicate the 
serious further mark-down of their 
hardware prices. Drops are apparent 
on clothing, shoes and textiles, and of 
course, on tires and other favorite 
leaders of the catalog sellers. Several 
lower values are flashed among the 
hardware pages, but nothing lower 
than actual general market drops. Ap- 
parently the greater number of items 
are left unchanged, while some ad- 
vances appear on items where no gen- 
eral factory advance has occurred. It 
is felt that the relative position of 
customary trade prices is more favor- 
able under this mid-year comparison 
than after the January, 1931, issue. 
Several lines are noted where one or 
a few sizes, usually not staple sellers, 
are marked down, for the effect of 
lowness, while leading sellers are at 
the same as January figures. Certain 
kinds of tools which have had heavy 
factory reductions this spring, show 
mail-order prices not reduced, or only 
slightly shaded. New features in the 





Collections Fairly Good—Buying 
Continues to Be Conservative 


mail-order field are the limiting of 
postage prepayment to orders of $2 
value or over, a free gift-wrapping ser- 
vice, and the rather large showing of 
farm motors and_ electrically-driven 
machinery and tools. 

A nearby city dealer reports that 
one of the large mail-order houses is 
employing door-to-door canvassers to 
sell their higher-priced _ specialties, 
such as washing machines and electric 
vacuum cleaners. 


ELECTRICAL SUPPLIES 


Output of electric current through- 
out the United States continues its re- 
cent slightly upward trend, in which 
an increasingly large use of electrical 
appliances must have its share. De- 
mand for electric irons of medium 
price shows improvement. Fan manu- 
facturers are still far behind on orders, 
though there is some abatement in 
dealer and consumer demand. The 
lower-priced storage batteries have re- 
cently been reduced about 80 cents to 
$1 each. Certain wiring devices have 
dropped so low, due to competition 
among manufacturers and in some 
cases too small demand, that advances 
in price are expected, to correct this 
condition. 


PRICE CHANGES 


New price declines are reported—of 
10 per cent on sledges and similar 
heavy tools, also 5 per cent on picks 
and mattocks—by leading makers. 

Turpentine took a sharp drop in 
price this week. Linseed oil and 
white lead remain steady at rather low 
levels. New reduced prices on paint 
brushes are expected shortly, with a 
decline said to average 15 per cent, 
and with the change most apparent on 
the higher qualities. 

The hot weather has brought a large 
demand for awnings, porch curtains 
and children’s play tents, as well as 
tires, tubes, seat covers and touring 
and camping equipment. Chicago 
dealers have noticed a large increase 
in their sales of lawn, beach and out- 
door goods, and it seems apparent that 
both business conditions and_ hot 
weather have suggested to most fam- 
ilies the use of Chicago’s well known 
vacation facilities. Prevailing econ- 
omy and conservatism will make more 
people satisfied with the attractions 
and comforts of vacations at home. 
This may not be good for summer re- 
sort business, but it should benefit the 
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home hardware store and other home 
merchants. 

There is no forward buying of heavy 
goods, such as wire nails, sheet steel, 
bolts and nuts. Prices are holding, 
but there seems little inducement for 
future buying, as there is not complete 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittspurGH, July 21. 


HILE the hardware business 
in the first half of the month 
has fallen slightly under the 


corresponding June figure, local job- 
bers are fairly well satisfied with cur- 
rent movement of hardware items. 
Hot weather has made _ seasonable 
goods particularly active, although in 
many cases orders are notable for 
their large number rather than their 
individual size. Retailers seem to be 
buying only fill-in lots to maintain nor- 
mal stocks, and are in a much better 
position from the standpoint of inven- 
tories than was the case last year. 
Demand for screen doors and win- 
dows and wire cloth is beginning to 
taper off, but there is still a fair vol- 
ume of fill-in orders. Electric fans 
are very active and manufacturers are 
as much as two weeks behind on ship- 
ments for small units. Tennis rackets 
and balls are also moving well and 
fishing tackle is holding up in most 
localities. In some cases retailers’ 
stocks carried from last year were 
rather heavy, and these will be de- 
pleted before new buying is done in 
quantity. Hay forks are active and 
other harvesting tools are moving in 
good volume as might be expected at 
this season, The more expensive hard- 


KANSAS CI 


(Kansas City office of HARDWARP AGE) 


Kansas City, Mo., July 21. 


HILE collections generally can 
not be said to be up to ex- 
pectations or hopes, still, 


those retailers who are going after the 
money in earnest are making good 


headway. 
The wheat situation remains un- 
changed. Recent announcements by 


the Federal Farm Board were vague 
and the trade failed to get the definite 
pronouncement that it hoped would 
aid in shoving wheat up around sixty 
or sixty-five cents. Farmers are stor- 
ing much wheat, or piling it on the 
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confidence in the markets—low as they 
are. Sheet steel mills report opera- 
tions slightly heavier, as considerable 
tonnage was booked at the old sched- 
ule before the July 1 advance. Pur- 
chases at the old prices are expected 
to be cleaned up during July, so the 





ware lines are rather dull. Electric 
refrigerators are selling only “mod- 
erately well in this district, and there 
is no demand for radios. 


NAILS ADVANCE 


Manufacturers of nails have ad- 
vanced prices 10c. a keg, effective 
July 15, and jobbers will mark up 
their prices shortly. Other merchant 
wire products are similarly affected. 
Advances in leather goods are also ex- 
pected, in view of the strength in the 
primary market. New prices on white 
oak kegs have been issued represent- 
ing slight decreases from the previous 
year. The 5-gal. size is quoted at 
$1.15 each; the 10-gal. at $1.60; the 
15-gal. at $1.85 and the 20-gal. at 
$2.05. Charred kegs are quoted at 
$1.80 for the 5-gal. size; $2.30 for the 
10-gal.; $2.60 for the 15-gal.; and 
$3.05 for the 20-gal. Lead sink traps 
are slightly higher, with the 114 in. x 
24 in. now quoted at 65c. each, and 
the 114 in. x 30 in. at 90c. each. Lower 
prices have also been issued on cow 
chains. No. 20 is now quoted at $2 
per doz.; No. 30 at $2.25; No. 40 at 
$3 and No. 50 at $3.75. No other 
price changes of importance are re- 
ported, and painting ingredients are 
holding at unchanged levels for the 
fourth consecutive week. 





ground. The sale of metal grain bins 
is showing great acceleration as a re- 
sult of the wheat holding and the same 
is true of tanks for storing oil and for 
the same reason. 


SPORT GOODS ACTIVE 


In spite of lethargy in small towns 
and in the country due to the price 
of wheat, sporting goods are active. 
This is due, ’tis said, to the fact that 
many business men find more time for 
golf, fishing, boating and general out- 
door activity than they do when busi- 
ness is more brisk. 

The visible evidence is in favor of 





real test of the advanced market will 
be experienced somewhat later. 

Some of the popular silverware lines, 
such as 1847 Rogers Bros. and Wm. 
Rogers & Sons Co. have declined in 


price about 12% per cent. Dealers 
are feeling freer to order now for fall. 


July Volume Slightly Less Than 
in June—Collections Easier 


Basic industrial conditions in the 
Pittsburgh district are holding their 
own, with seasonal curtailment in steel 
production gradually being checked. 
Ingot production has reached a 30 per 
cent level, and there is no immediate 
prospect for much of an upturn before 
next month. Finishing mill schedules 
are barely maintained but seem to be 
justified by current releases. Steel 
prices are somewhat mixed, with fresh 
weakness reported in bars, plates and 
shapes, and additional strength being 
gained by sheets and strip steel. The 
advance in wire nails mentioned above 
is not likely to apply to much business 
in the near future. Quotations on 
steel scrap are growing stronger, and 
the market has advanced 50c. a ton 
over the minimum price reached late 
in June. 


COAL STRIKE LINGERS 


The coal strike lingers on but has 
ceased to be felt in the market. Some 
of the larger producers are mining 
more coal now than they were before 
the strike, and most of the mines af- 
fected are in outlying districts from 
the immediate Pittsburgh area. 

Collections are holding their own, 
and have been a little easier because 
of the heavy movement of seasonal 
items by hardware retailers. 


Higher Wheat Prices Would 
Help Business Generally 


better business. People seem to have 
gotten used to things as they have been 
for the last several months, and those 
with money to spend, and there are 
many of them, have rather forgotten 
their fears of a few months ago and 
are on the streets and in the shops 
looking for bargains. There are larger 
crowds of downtown shoppers during 
mid-week days than have been known 
for some time, indicating that the mass 
fear is passing off. 


ENCOURAGING SIGNS 


Building is going on, quite a lot of 
it, and that means employment and 
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builders’ hardware. The street car 
company is turning loose a lot of 
money in new paving of trackways and 
that means augmented purchasing 
power. The $39,000,000 bond money 
Kansas City will start spending this 
fall helps stimulate general business 
morale and on the whole things look 
not so bad. If wheat should take even 
a 10-cent spurt there would be a lot 
of new business and a lot of obliga- 
tions liquidated. A 15-cent rise in 
wheat would make business good. A 
20-cent rise would make things boom. 
For the crops in Kansas are fine and 
that has made the per-acre cost of 
harvesting low. 


STOCKS VERY RAGGED 


Evidence still is coming in that 
dealers’ stocks are low, as jobbers are 
being “run ragged” with orders for 
one-twelfth dozen, one-sixth dozen, etc., 
by mail, accompanied by hurry up 
instructions. Jobbers report a lot of 
business of this type and the conclusion 
is that dealers often find themselves 
“out” when customers want goods. 
The wheat marketing is making some 
new business in spite of the low price 
for, it is pointed out, yields of 20, 30 
and in quite a number of cases, 40 


BOSTON 


(Boston office of HARDWARE AGE) 
Boston, July 21. 
UCH encouragement is found 
in the hardware market so far 
this month. Possibly the most 
significant development the past week 
or ten days has been a spurt in hard- 
ware buying by machine shops and 
manufacturing plants. Such users are 
buying bolts, nuts, set screws and the 
many other items needed in manufac- 
ture, not only more frequently, but in 
larger quantities. It is not uncommon 
for the concerns to place business two, 
three and four times a week, a con- 
dition that has not existed in a very 
long time. 
To a considerable extent one can get 
a better line on general business con- 
ditions through the activities of ma- 
chine shops and manufacturing plants 
than through any other channel. If 
such business organizations are busy, 
it goes without saying that other lines 
of trade are well engaged. Thus the 
current buying of hardware is highly 
encouraging as it indicates that indus- 
tries are picking up. To be sure, con- 
ditions could be much better, but these 
hardware sales are so much larger and 
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bushels to the acre even at 35 cents 
a bushel, are equal to a dollar a bushel 
when wheat makes from nothing up to 
five and ten bushels to the acre as has 
sometimes been the case in the past. 

There is quite a lot of future activity 
in the stove business, one jobber hav- 
ing enough future orders in circulating 
heaters to consume a car and a half 
of heaters. Last winter was a light 
year on heaters as the mild weather 
added to the general depression of last 
winter, made a slump in heating equip- 
ment. Jobbers look for a good heating 
business and these early orders for 
heaters would indicate that the busi- 
ness is in the offing. 


FARM REPAIR PARTS 


Some jobbers say they have noticed 
a general pickup in business in the 
last sixty days. The betterment has 
been slight but quite pronounced. Due 
to the economy on the part of the farm 
trade incident to low grain prices, ma- 
chines of all kinds have been taken out 
and repaired in order to avoid buying 
new. This has made the business in 
farm supplies such as repair parts un- 
usually good. 

There is a feeling among jobbers, 
gathered from the reports of salesmen 





Buying — 


more frequent than they have been in 
months; the wholesale houses are quite 
encouraged. 


SHELF HARDWARE SELLING 


Then, too, the shelf hardware whole- 
sale houses continue to book more busi- 
ness than they did in July, 1930. 
Usually at this time of the year their 
business tapers off, and it has this year 
to some extent, but the reaction has 
not been nearly as pronounced as an- 
ticipated. Retailers are buying sea- 
sonable merchandise almost exclusive- 
ly, although additional forward book- 
ings of stove plate and other futures 
are reported by wholesalers. There 
is no one kind of merchandise that 
is selling better than others, demand 
embracing most of the items one natu- 
rally would expect to sell in July. 

There are, however, some lines that 
are backward, notably builders’ hard- 
ware, radio sets and refrigerators. The 
lack of electric refrigerator sales is 
attributed to keen competition from 
manufacturers of well advertised 
models. Competition in the radio field 
probably is keener than ever before, 
with demand for small superseding 





on the road, that people are thinking 
less about the depression and-~ are 
working harder, economizing more, and 
paying off debts. While such a con- 
dition is not good for immediate sales 
there is a likelihood, the jobbers say, 
that this economy and retrenching the 
rural people are doing coupled with 
the fact that there is an exceptionally 
good crop, will make more money 
available for business at the close of 
the year than there was in 1929. One 
thing that people are realizing is that 
a bumper crop at a low price is much 
better than no crop at a high price. 

Due to the fact that the retailers’ 
stocks have been low, considerable 
trouble has been experienced in get- 
ting repairs to the dealers in time to 
serve the customers. Hurry up orders 
recently have been a daily occurrence, 
requests coming by mail, telephone or 
telegraph. This was the result of 
heavy demands made upon dealers 
who, in many cases, found themselves 
out of the repair parts wanted. In 
some cases it was impossible to get 
the parts to the dealer in time to hold 
the dealer’s customer and the dealer, 
in turn, in instances, promptly returned 
the goods to the jobber which works 
a hardship on the latter. 


Much Encouragement in Current 
Collections 


Better 


that for large sets. Despite figures 
issued by the Government on construc- 
tion, building which entails builders’ 
hardware in New England is well be- 
low that of recent former years. These 
reports issued by the Government evi- 
dently include road and bridge as well 
as “other kinds of construction into 
which builders’ hardware does not 
enter, consequently such reports are 
somewhat misleading. 


STOCKS ARE SMALL 


As has previously been pointed out, 
retail hardware dealers’ stocks are 
fairly well assorted, but small, which 
explains why such merchants are con- 
stantly in the market for goods: Now 
it is quite decisively established that 
machine and manufacturing plant sup- 
ply departments have virtually nothing 
on the shelves. In addition, they lack 
the proper machines to produce goods 
in many cases. 

All of which emphasized the fact 
that the time will come when every- 
body will want hardware, and most 
likely will want it at once. When such 
a condition exists, back orders will 
again become the fashion among whole- 
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saler houses, and possibly prices will 
skyrocket, as they usually do when 
shortages exist. There is no phase of 
current hardware buying that even sug- 
gests that anybody is anticipating re- 
requirements, and present business vol- 
ume may develop shortages sooner 
than anticipated. 

That retailers and consumers have 
not given more thought to stocks of 
hardware in all probability is due to 
the fact that competition for orders 
among wholesalers is still very keen 
and there has been some price conces- 
sions made on certain items at least. 
But as one large hardware manufac- 
turer points out, that situation can 
change over night. It is felt, however, 
that business uncertainty will continue 
to exist until European financial affairs 
are adjusted. 


INDUSTRIAL CONDITIONS 


Newspapers have emphasized labor 
troubles in Rhode Island, and there 
has been the usual number of plant 
closings for repairs and readjustment 
of equipment, as well as annual vaca- 
tions, some of which have been 
stretched an additional week or two, 


CLEVELAND 


(Cleveland office of HARDWARE AGE) 

CLEVELAND, July 21. 
HILE the hardware trade is 
experiencing the usual sum- 
mer lull, the recession in busi- 
ness is only .moderate as compared 
with the last month. The extremely 
hot weather has stimulated the demand 
for some items. Buying is confined 
largely to seasonal merchandise, and 
retailers are showing very little inter- 
est in fall goods. Special sales by 
jobbers on some lines are bringing out 
a good volume of orders. Sentiment 
has been improved materially by the 
International Moratorium, but so far 
this has not been reflected in any im- 
provement in the general business 

situation. 

Sales by hardware jobbers in the 
Fourth Federal Reserve District, in- 
cluding Cleveland and Pittsburgh, in 
June were 16.3 per cent below the 
corresponding month last year. This 
is a somewhat better comparative show- 
ing than in May when business by 
these jobbers was 24 per cent below 
the same month last year. Sales by 
jobbers in this district in June fell 
off 5.3 per cent as compared with May. 
Their total volume of business from 
January to June inclusive was 23.2 
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consequently general opinion is that 
industrial conditions are not quite as 
good as they have been. 

As a matter of fact, they are better, 
although the earning capacity of 
laborers is not generally maintained on 
its former high standard. But the 
point is, there is less real unemploy- 
ment in New England than there was 
two months ago and much less than 
in January. Furthermore, there are 
indications of further decreases in un- 
employment during the final quarter 
of 1931. 

Banks, for the first time in many 
months, are willing to lend money, and 
in large amounts, too, provided, of 
course, collateral is satisfactory. Cer- 
tain it is that they would not lend 
money unless convinced that a turn 
for the better has come in our national 
as well as New England affairs. 


FEW PRICE CHANGES 


Wholesale prices on copper wash 
boilers have been marked up 50c. a 
dozen, while those on copper tea kettles 
have been raised 2% per cent. Other- 
wise prices in general are the same as 
heretofore. 





per cent below that of the correspond- 
ing period last year. 


FRUIT CROP HELPS 


A large crop of small fruits this 
season has created a heavy demand 
for canning equipment, including jars, 
rubbers and sealing wax. There is 
also a heavy demand for fireless cook- 
ers which perhaps has been stimulated 
by the lower prices that have resulted 
from competition among jobbers. 
Thermos bottles are among the sea- 
sonal lines that are moving well. 
Binder twine continues quite active: 
particularly the cheaper grades. Low 
grain prices evidently are causing the 
farmers to use the cheaper material. 
Seasonal buying of garden hose ap- 
pears to be about over, but there is still 
a fair amount of activity in lawn goods 
accessories. Galvanized ware is mov- 
ing fairly well. There is still some 
demand for screen doors and windows, 
although these have not been very 
active this season. Insecticides are 
still active. Business in wire nails is 
rather light. 

The early seasonal demand for sport- 
ing goods has quieted down somewhat, 
although there is still a moderate vol- 





Up to within a month or so, the aver- 
age retailer talked and expected lower 


prices. Today his attitude on values 
is entirely changed. He does not ex- 
pect any general upward movement in 
prices within the next month or two, 
neither does he expect any declines. 
He is pretty well satisfied, however, 
that changes that come from now on 
will be upward. This feeling is but 
a reflection of the attitude of whole- 
sale firms, and manufacturers naturally 
feel they cannot make further price 
concessions and continue to operate. 
While all this sentiment has no bear- 
ing on the volume of business, it does 
indicate that people are becoming more 
optimistic. 


CREDITS BETTER 


There are slow pays as there always 
have been, and probably will be, but 
the rank and file of retail dealers and 
large consumers unquestionably have 
made up their minds that they must 
pay their bills if they are to continue 
in business. The credit situation, 
therefore, appears much healthier than 
it was last year at this time. 


Hot Weather Specialties Active— 
June Volume Off 5.3 Per Cent 


ume of activity in fishing tackle, tennis 
and golf goods. Demand for automo- 
bile tires and tubes continues heavy 
and is expected to remain at the pres- 
ent volume until the vacation season is 
over. 


BUILDING IS QUIET 


Activity in the building field con- 
tinues quiet and there is not much call 
for builders’ hardware. The same is 
true of plumbers’ supplies. 

Very few price changes are reported. 
Jobbers have reduced prices on bolts 
and nuts to conform with the recent 
reductions made by manufacturers. 
These are now quoted at 60, 10 and 
10 to 70 per cent discount. 

While collections are still rather 
slow, this situation is no worse than 
it has been. 

The general industrial situation as 
it affects employment is less favorable 
than last month, owing to the shutting 
down of many industrial plants for 
vacations of two or more weeks in 
July. The slowing down of the auto- 
motive industry this month has resulted 
in curtailment of operations by metal- 
working plants in this territory that 
manufacture motor car parts. 
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D THE ONLY SHOT THAT COUNTS IS THE SHOT THAT Hits L_@ 





E have not heard anything lately about 

mail order house competition. The 
reason is that on account of the drastic de- 
clines in the price of ammunition, retailers 
are buying these goods at such low prices that 
they can compete with the prices quoted by 
the mail order houses and make a fair profit. 
The narrowest profit, of course, is on the .22 
shorts, but you will note that the mail order 
houses have made a good mark-up on the .22 
long and .22 long rifle cartridges. When 
you consider the large and increasing volume 
of sales of .22 ammunition, the fact that the 
goods are almost invariably sold for cash, 
and the quick turnover, there is a very satis- 
factory profit in .22-ammunition for the re- 
tailer at prevailing wholesale and _ retail 
In many parts of the country the re- 
tailers have not reduced prices on .22 am- 


prices. 


munition. 


The sale of this small ammunition is con- 
stantly increasing. Our sales this year, not- 
withstanding the general depression in busi- 
ness, greatly exceed our sales of last year. 
Boys’ rifle clubs are being formed all over 
the country. These clubs use up quantities 





The Greatest Value Ever Offered— 
The Remington Standard American 
Dollar Pocket Knife 











22 AMMUNITION 






of this ammunition. The demand from tour- 
ists, campers and boys generally is increasing. 
In a word, sales of .22 ammunition should 
be the backbone of a retail dealer’s ammuni- 
tion sales. 


There is one brand—KLEANBORE—that 
outsells all competitive brands. In fact, 
more KLEANBORE .22 ammunition is sold 
than all other brands combined. KLEAN- 
BORE ammunition is no higher priced than 
other brands. In this KLEANBORE line you 
have both dry and greased ammunition, also 
the new Hi-Speed that has proved to be so 
popular. Why should a dealer stock these 
other brands when he can obtain KLEAN- 
BORE from jobbers at the same price? 
The reduction in price on popular brands 
has cut out all the advantage of low-priced 
ammunition. All prices, regardless of qual- 
ity, on .22 ammynition are now the same. 
If your jobber substitutes other brands on 
your orders, write us and we will advise you 
of jobbers who will supply you at all times 
with KLEANBORE ammunition, and who 


will not substitute on your orders. 


RA Parr, 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1931 R. A. Co. 
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(Minneapolis office of HARDWARE AGB) 

MINNEAPOLIs, MINN., July 21. 
FTER rains which were quite 
general, and a few days of 
moderate weather, the ther- 
mometer climbed above the hundred 
mark in many places in the north- 
west tributary to the Twin Cities. Ex- 
treme heat at this time of the year 
is a serious menace to crops which 
are beginning to mature, and the 
amount of the damage is difficult to 
estimate. In some parts of North and 
South Dakota practically no rain has 
fallen this year, and this territory is 
pil, as far as production and revenue 
is concerned. In other parts, how- 
ever, ample rain has been experienced: 
and returns will be practically normal. 

This is the quiet time of the year, 
as far as general business is concerned, 
and demand is mostly for merchandise 
which is needed immediately. In the 
rural territories, the haying work is 
practically completed, and farmers are 
starting their yearly harvesting oper- 
ations. Rye is nearly all harvested, 
and other grains are ripening. 

Reports from many of the summer 
resorts in Minnesota indicate that busi- 
ness is exceptionally good, many of 
the resorts being filled to capacity. 
With gasoline and tires at the lowest 
prices quoted for years in this section 
of the country, those with the desire 
to travel receive a lot of encourage- 
ment. Much business is brought into 
the Northwest States in this way. 


MEMPHIS 


Mempuis, July 21. 


RADE conditions are good in 
| every way except in trade. The 
general conditions are fine— 
dealers are happy—prospects are fine 
—stocks in dealers’ hands are very 
low—dealers’ accounts are down to a 
minimum, and, in fact, everything is 
fine for trade, but there is little trade 
manifest. This is possibly due more 
to the fact that the dealers are not 
needing merchandise and that con- 
sumers are not needing new equip- 
ment right at the present moment than 
to anything else. 

Public construction work is going 
along nicely, but these fellows are buy- 
ing very little new equipment. Farmers 
have supplied themselves for the year 
and, of course, are not in need of 
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TWIN CITIES 


DEBT MORATORIUM 


While the Hoover moratorium pro- 
posal primarily gave a general feeling 
of encouragement to business in all 
lines, later world developments have 
had a depressing effect on the stock 
and bond market, and reflect on gen- 
eral business to some extent. “Watch- 
ful waiting” seems to have taken hold 
to some extent, although many believe 
that when totals are made for the 
year, it will show improvement over 
1930. 

Business men in all lines find that 
selling can be done by those who go 
out after it. They state that this is 
a time to sell instead of waiting for 
the customer to buy. Buying for stock 
is still desultory, filling present needs 
although some merchants believe that 
the present offers an excellent oppor- 
tunity to invest in low priced merchan- 
dise for the coming era of higher 


prices. 


PRICE CHANGES 


One of the interesting phases of 
prices is the advance in the price of 
copper during the recent weeks, and 
the stronger price of lead and tin. It 
is believed by some that this is pos- 
sibly the turn of the road in the price 
situation and that prices will have a 
tendency to strengthen. In _ other 
words, general sentiment is _ better, 
despite the many adverse conditions 
and people are looking for the upturn 
in conditions. 





equipment, and they are sticking close 
to their crops—closer this year than 
usual. 

Dealers are buying some merchandise 
for later shipment, expecting, of 
course, their customers will be coming 
in for new supplies a little later after 
crops are laid by. 


CROPS ARE GOOD 


Crop conditions are the finest in ten 
years. Those who have been working 
through Memphis trade territory for 
more than thirty-five years, and espe- 
cially in the west Tennessee section, 
think it is safe to say the present crop 
prospects are better than ever seen in 
all of that time. There may not be 
a brisk demand for hardware this fall 
and winter, but one thing is prac- 





Extreme Heat Menaces 
Crops — Collections Fair 


Price changes announced in the local 
markets during the week are as fol- 
lows: Bolts, carriage and machine, 70 
per cent discount; lag screws, 60-10-10 
per cent discount; strictly half-and-half 
solder in 100-lb. boxes, 2134c. per Ib. 

Bolts have been weak for some time, 
and the present price is the outcome. 
Solder shows considerable strength 
over former quotations, based on the 
improved price for tin and lead. 


HOT WEATHER GOODS 


Hot weather merchandise still oc- 
cupies the attention of the public, and 
anything that caters to relief from the 
heat meets with interest in the sales. 
Electric fans are still selling freely, 
and merchants are finding an unusu- 
ally good demand for bathing suits. 
Golf and fishing tackle equipment are 
meeting with steady sales and fairly 
good volume. 

Collections ate holding up well in 
all parts of the territory where there 
is.a prospect for a crop return for the 
year. Requests for credit are scanned 
more carefully than in former times. 
Summarizing, the Northwest is still in 
better condition than other parts of 
the country, and is ready to make 
progress when the deadlock of dread 
of what may happen is broken and 
funds are put into circulation to pro- 
mote the many enterprises which are 
pending in cities and States of this 
part of the country. 


Unusually Good Crop Prospects 
Encourage Better Trade Feeling 


tically dead sure now, and that is, the 
rural population is going to have all 
sorts of food supplies and plenty of 
it, and there will be no poor horses 
and cattle in any of this territory this 
year. Feed crops are wonderful, and 
profiting by last year’s experience 
many, many farmers are putting away 
enough feed stuff to carry them through 
two years, if necessary. This means 
that there will be more cash released 
for the purchase of clothing, furniture, 
hardware supplies and other things 
than would be possible with a short 
food and feed supply. 


COLLECTIONS NORMAL 


Conditions are down to summer slow- 
ness. This is the period when dealers 
do not want to use what little money 
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E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 


prepare accordingly. 





really there, 


this—you have had your worries. 








profit to both jobber and dealer. 


Aluminous Oxide Cloths. 


prices—a sensation is awaiting you. 





samples to any dealer, with prices and full particulars. 


TIMES HAVE CHANGED 


Editor, Clover Business Service 


OST of my time, the past five years, has been spent answering inquiries from 
thousands of merchants, large and small, regarding the changes in business 
trends—helping them to get their houses in order to meet present-day competition. 


Certain it is, if we wish to succeed, we must anticipate economic changes—then 


Today the trend away from shoddy—the article made to sell in price competition 
—and towards the article of real worth, sold on a fair value basis—is unmistakable. 


That’s why I’ve built the greatest dollar value possible into Clover 
“Color Stripe” abrasive papers and cloths—have marked them with two 
broad colored stripes on the back of each sheet so that they can be 
instantly identified by the consumer—who I know will gladly pay a fair 
price and come back for more if the quality and capacity for work is 


I don’t have to tell you that there is no profit on long-margin goods 
which are being sold on a price-competitive basis—you already know 


I can tell you, though, that goods of real quality can and are being sold in 
today’s restricted market in large and increasing volume—and with full margins of 


.I wish you would try this out with Clover “Green Stripe” Sand 
Papers—Clover ‘Red Stripe’ Emery Cloths—Clover ‘‘Yellow Stripe’ 


If you’ll offer them to your trade strictly on the basis of perform- 
_.. ance—the actual work they will do—then sell them at our suggested 


I know what I’m talking about, for I’ve seen it tried out 
not once but many times. Glad to send full-size sheets as 











with the Color-sitipes * 








Clover Grinding Compounds 


Clover Color-Stripe Abrasive Papers and Cloths 


BOTH REPRESENT FULL VALUES 
BOTH CARRY FULL PROFITS 
They Cost You Nothing to Try. 


CLOVER MFG. CO. Norwalk, Conn. 














E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
Send Sample Sheets 





Clover Flint Sandpaper 
Clover Turkish Emery Cloth 
Clover Aluminous Oxide Cloth 
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Address 
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of Business 
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they have on hand to pay their bills, 
preferring rather to hold a little back 
for emergencies. Hardware jobbers, 
however, have been able to collect 
more closely than usual, and collec- 
tions right up to the present time 
are considered good. 


PRICE CONDITIONS 


There have been few price changes 
from manufacturers. There have been 
a number of adjustments during the 
past two weeks, but no line change of 
any consequence. 

Dealers are refusing to buy certain 
fall goods that show little or no change 
in price since last season. Stove pipe 
has changed but little compared with 
many other items of steel, and there 
is a lot of complaints coming from 


NEW 


New York Ciry, July 21. 


ELL into the summer season 
a majority of local whole- 
salers find current volume 


averaging from 12 to 15 per cent be- 
hind last year. A few report the loss 
as greater than 20 per cent. Realizing 
that prices are approximately 12 to 15 
per cent lower on many volume lines, 
this comparison properly analyzed is 
most encouraging. It at least suggests 
that business has come to basis where 
further drastic decreases in sales need 
not be expected. 

A factor worth noting is the in- 
creased frequency of wholesale orders 
which, while not individually any 
larger are becoming more numerous 
and call for wider lines of goods. Cur- 
rent demand is about evenly divided 
with staple and seasonal goods with 
a fair interest in certain futures on 
which prices have been announced 
with some assurance that declines are 
not likely. 


PRICE CHANGES 


Although manufacturers are an- 


Animal Glue Makes 
Money Last 


In Washington, D. C., at the Bureau 
of Engraving and Printing, where all 
the paper currency is made, animal 
glue is used to “size” the money. It 
is applied to the original paper and 
is again applied after the money is 
printed. The sheets are passed through 
a bath containing approximately 4 per 
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dealers on this particular item. Sheet 
steel heaters so far have not changed 
and dealers are absolutely refusing to 
purchase on the present price basis. 
There has been little change in the 
manufacturers prices on cheap and 
medium cast iron cook stoves, and job- 
ber salesmen are finding it difficult to 
persuade their dealers to place their 
usual fall orders. Local jobbers be- 
lieve that manufacturers who have not 
already changed their prices are stand- 
ing in the way of progress very con- 
siderably and that they should” give 
close consideration to this thing of 
price. It is very difficult to convince 
the dealer who is depending on the 
product around him to provide means 
of paying him for the goods he sells 
to the consumer, which product is 


YORK 


nouncing few price changes of any 
consequence, competition among local 
distributors has developed some keen 
price situations that for a time upset 
local progress and as far as can be 
learned gained nothing for those in- 
volved. Although this condition has 
by no means been eliminated from this 
market area, there is considerably less 
price-cutting complaint heard at the 
present time. 

Continued care in extending credits 
has helped improve the general local 
collection situation which for a time 
had been a cause for great concern. 
In the past ten days there were practi- 
cally no important failures in this dis- 
trict but rumors exist that a few retail 
stores are on thin ice financially. In 
a district so large in population, this 
is not serious. 


VACATION EQUIPMENT 


Consumer interest in vacation equip- 
ment varies with golf and bathing 
equipment well in the lead. Efforts by 
retailers to encourage those with free 








cent glue and alum, after which they 
are dried and then passed through a 
platerpress. 

This treatment of animal glue gives 
the currency additional strength to 
withstand careless handling and crum- 
pling, as well as the endless folding 
and creasing to which it is subjected 
as it changes from hand to hand. It 
is said that no other adhesive preserves 
the paper as well as animal glue. 


Orders 
Although Not Any Larger 





being quoted generally at from 50 to 
75 per cent decrease on last year and 
the year before, that he can or should pay 
the same price for manufacturers’ goods 
that he has been paying during the peak 
period all along for several years. 

On the other hand, the little advances 
reported from day to day on cotton 
during the past few weeks have had 
a wonderfully stimulating effect on the 
sale of manufactured cotton goods. We 
have noted this particularly in cotton 
picker sacks. Wholesale sales have 
increased on this commodity, and we 
attribute this entirely to the advance in 
cotton. 

Dealers do not object to paying 
higher prices when the goods they de- 
pend on for their revenue show ad- 
vance or even a stiff market. 


More Frequent 


time to paint up and fix up has met 
with only fair response, whereas the 
sale of touring and picnic materials has 
been fairly good. 

Early interest in canning supplies 
has been very good with prices generally 
well maintained. It looks like a good 
season for glass preserving jars, jar 
rubbers, strainers, cold pack and other 
preserving materials. 


NAILS ADVANCE 


Nails were advanced from 10 to 15 
cents per keg and all but one line of 
sash cord has been advanced 2 cents. 
Sledges and picks declined 5 per cent. 
Prices on 3% by 3% steel butts runs 
from 131% to 14 cents per pair in lots 
of 100 pair or more with some factors 
predicting stronger prices as these are 
too close to cost. Price competition 
continues to be reported on bolts, and 
although screws usually show a sym- 
pathetic price movement to bolts this 
is not the case at present as screw 
prices are relatively firm. 


Public Works Contract 
$34,135,142 Second 
Week in June 

Contract awards for public and semi- 
public works projects totaling $34,135,- 
142 were reported to the Public Works 
Section of the President’s Emergency 
Committee for Employment for the 
week ended July 11. The addition of 
this amount brought the total contract 
awards reported since Dec. 1, 1930, to 
$1,880,635,861. 
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HARDWARE BUYER’S DESK 
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On Doors that 
swing in Lovely 





Soon eee Pleasant 
Homes, striking examples 
of livability in all price 
ranges, are found equipt 
with GRIFFIN Hinges and 
Butts. The GRIFFIN Line includes items to meet every 
Hinge requirement throughout the home and the garage 
as well. } Each embodies the skill, precision, finish and 
ability to give lasting service, which has characterized 

-- the name of GRIFFIN since 1899. 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 Purcuase Sr. 
CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 MarKET St. 
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This department has 
ceived the following letter: 

You may be interested in a 
conversation I overheard in 
Freerks & Raker’s Hardware 
Store at George, Iowa, re- 
cently. 

While Mr. Raker was ar- 
ranging some goods in the 
window a customer came in 
and picked up a little Jew’s 
harp and after playing it a 
little while he asked the price. 
Mr. Raker told him he would 
have to see his boy as it be- 
longed to him. He then in- 
quired where the boy got it 
and Mr. Raker replied that 
he didn’t know, but he 
thought he had taken it in on 
a land deal. 

Yours truly, 

Signed (W. H. True), 
Larson Hdw. Co., 


Sioux Falls, S. D. 





Golfer (to members 
ahead): “Pardon, but would 
you mind if I played through? 
I’ve just heard that my wife 
has been taken seriously ill.” 


Grandfather: “I never see 
a blush’on a girl’s cheek, now. 
It was different in my day.” 

Flapper: “Oh, grand dad, 
what did you say to them?” 





“How long are you going to 
be in that bath tub?” 
“Oh, about six feet.” 





Dear Editor: “Does the law 
give a man the right to open 
his wife’s letters?” 

Answer: “Yes, but not the 
nerve.” 

Jerry—‘I suppose the baby 
is fond of you?” 

Harold—“Fond of me! 
Why, he sleeps all day when 
I’m not at home, and stays up 
all night just to enjoy my 
society.” 


re: | 


Compiled by 


Justin PHUNN 


He: “I can tell by looking 
| in a girl’s eyes just what she 
| thinks of me.” 

She? “How annoying.” 





Too much celebrating has 
kept many a man from be- 
coming celebrated. 





“T wonder if they'll be suc- 
cessful in reviving Shakes- 
peare?” 

“Was he at the party, too?” 





The very small car is in our 
midst, so read this one: 

Prospective buyer of a very 
small motor car—“Er—how 
does one get in?” 

Salesman—“You don’t get 
into it, sir, you put it on.” 





Dear Old Lady—“Captain, 
would you please help me find 
my stateroom?” 


Captain—‘Have you _ for- 
gotten what number it is, 
madame?” 

D. O. L—“Yes, but Til 


know it if I see it again, there 
was a lighthouse just outside 
the window.” 





Kiwanis: “Who made the 
best speech at the banquet 
last night?” 

Lion: “Some dub at the 
foot of the table. He said he 
was tired and wanted to go 


to bed.” 





An Englishman on a visit to 
the West decided to go horse- 
back riding. The hostler who 
was to attend him asked: 
“Do you prefer an English 
saddle or a western?” 

“What’s the difference?” he 
asked. 

“The western saddle has a 
horn,” replied the attendant. 

“T don’t think I’ll need the 
horn,” replied the English- 
man, “I don’t intend to ride 
in heavy traffic.” 
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Grandpa sold his raincoat, 
-Grandma asked: “What 
for?” 

Then Grandpa grabbed his 
uke and played— 

“Tt ain’t gonna rain no 
more.” 

Customer: “Waiter, _ it’s 
almost half an hour since I 
ordered that turtle soup!” 

Waiter: “Well, you know 
how slow turtles are!” 





Business Man: “Do you 
think you know enough to be 
useful in this office?” 

Boy: “Know enough? Why, 
I left my last place because 





the boss said I knew too 
much.” 
“How did the detectives 


discover that the gangster was 
disguised as a woman?” 

“He passed a_ milliner’s 
window without looking in.” 





“Well, Dad, Betty won the 


blue ribbon at the beauty 
show.” 
“Good, now she'll have 


something to wear.” 





Mr. Nubbs—Will my boy 
learn to drink at your school? 

Professor—Sorry, sir, but 
we can hardly find enough for 
the faculty. 





Have any big men been 
born in this town? 
No, only babies. 





Lady—Isn’t it wonderful 
how a single policeman can 
dam the flow of traffic? 

Boy—Yes, Miss, but you 
ought to hear the bus drivers. 





Maid (to spring-cleaning 
mistress): “There are half a 
dozen men downstairs with 
vacuum cleaners. They say 
they have appointments to 
give demonstrations.” 

Mistress: “Yes, I sent for 
them. Put them in different 
rooms and tell them to get 
busy.” 





Bandits held up a New 


York night club. Patrons be- 
gan to realize that it was a 
hold-up, because, unlike the 
waiters, the bandits did not 


Mother: “Why did 
strike your little sister?” 

Young Bobby: “Well, we 
were playing Adam and Eve, 
and, instead of tempting me 
with the apple, she ate it her- 
self.” 


“Do you still go to see that 
pretty blonde you went with 
last summer?” 

“She’s married now.” 

“Answer me.” 


you 








A Chicagoan visting Fond 
du Lac, Wis., had occasion to 
call Appleton. Upon asking 
what the charge was, he was 
told fifty cents. 

“Fifty cents. For that dis- 
tance? Great Scott! In 
Chicago you can call hell up 
for fifty cents.” 

“Possibly,” coolly answered 
the operator, “it’s in the city 
limits.” 





A lay preacher was lost in 
the happy selection of his 
text, when he repeated in vig- 
orous accents of pleading— 
“Brothers and sisters, at the 
last day there are going to be 
sheep and there are going to 
be goats; who’s going to be 
the sheep and who’s going to 
be the goat?” 

A solitary Irishman who 
has been sitting in the back 
of the church listening atten- 
tively, rose and said—“Oi'll 
be the goat. Go on and tell 
the joke.” 





The cross-examining lawyer 
asked the witness a question. 
“T think—” he began. 


“We don’t care what you 
think; we want to know what 
you know,” remarked the 
lawyer. 


“Well, I may as well get off 
the stand, then,” said the wit- 
“T can’t talk without 





ness. 
thinking. I’m no lawyer. 
From the Sunny South 


comes the story of an ener- 
getic salesman who, after 
some difficulty, sold an elec- 
tric range in a home where 
the big colored mammy cook 
objected somewhat to the in- 
stallation. Returning a week 
later to see how she was get- 
ting along he genially in- 
quired, “Well, Susan, how do 
you like your new range by 
now?” 

“Jes fine, Mistah Jones, jes 





bother to present bills. 
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fine. It ain’t went out yet.” 








Better Fiour 
From Home Mills 
ER 
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Rural inhabitants more than anyone else real- 
ize the value of flour ground in the home, They 
appreciate the additional nutriment obtained 
from flour made in this way, The entire food 
properties are returned and on the mere fact of 
economy, the mill pays for itself in a few weeks. 


The Arcade Crystal Coffee Mill not only 
adds a more delicate flavor to the bever- 
age, supplying the coffee freshly ground, 
but it is finished in attractive colors to 
fit in with the kitchen surroundings. 





There are many other Arcade items 
that are of interest. Write us for in- 


formation and ask your jobber for prices. 
ARCADE! 7275 
tron © OWS 


Areade Manufacturing Co. 
Freeport, Illinois 


BRANCH OFFICES: REPRESENTATIVES: 
New York, Dallas J. T. Rowntree, Inc. 
200 Fifth Avenue D. D. Otstott, San Francisco Portland 
Chicago, Inc. Los Angeles Seattle 
Merchandise Mart Santa Fe Bldg. Salt Lake City Denver 
Room 14111 








it must be 





Hardware 


We’ve always thought that 

Allith was superior to any 
other line of Garage Door Hardware. Our 
‘specifications proved that it should be. We 
selected our raw materials and carefully 
supervised the manufacturing process with 
only that in view. Our dealers reported 
that customers seemed more than pleased 
with Allith but still we were unconvinced. 


Only when we saw the ease with which 
Allith equipment handled heavy metal and 
glass doors were we truly satisfied that 
Allith had that certain something that 
competitive lines lacked. Only when we 
watched Allith installations could we truly 
appreciate the ease with which the work 
was done. Whenever we view those jobs 
where Allith has stood the test of time and 
abuse we are confident that we have a 
product that won’t break down. 


Maybe it’s superior design. Perhaps it’s 
unusual care in the selection of materials. 
Probably the automotive precision which 
characterizes our manufacture has a hand 
in it. Whatever the reason—it must be 
true. 


No wonder dealers like to sell this superior 
line that stops door troubles before they 
start. 


And we'd have you remember—only Allith 
is like 


Allith 


Allith-Prouty Co. 
Danville, Il. 








Garage Door 


‘mum light output. It is 








Dowling Model 
Kodel Clock 


The Dowling model electric 
clock is part of the Royal Ken- 
more line offered by The Kodel 
Electric & Mfg. Co., Cincinnati, 
Ohio. This model, which is one 
of thirteen numbers in the Royal 
Kenmore line, is of the calendar 
type. List price, east of Rockies, 
is $9.95. Dealer discount is 40 
per cent. It has an attractive 
Bakelite case, 67% x 55% in. Dial is of two colors, containing 
gold embossed figures on silver finished background. 














Level Glides 


Level Glides, made by The Standard 
Cushion Co., P. O. Box 753, Bridgeport, 
Conn., have a variation of over ¥% in. to 
compensate for uneven legs and _ floors. 
The maker states that they will not spoil 
the finest floor coverings nor mar highly polished floors. 
They may be used on all furniture to absorb the strain. 
Spectial designed rubber cushion vacuum cup is made of 
finest material, the resiliency of which is guaranteed for 12 
years by the maker. Chromium plated rust-proof cup is 
imbedded in a threaded band which permits the threaded 
cap to be set at any desired height. Cap is of special .035 
high carbon cold rolled steel. The maker also recommends 
use of Level-Glides for radio reception improvement. Level- 
Glides are said to make tubes last longer and to eliminate 
vibration to such a point as to improve and clarify the tone 
of a set. Suggested retail selling price for set of four glides 
is 75c. Dealer cost is $10.80 per canton of 24 sets. 
is 75c. Dealer cost is $10.80 per carton of 24 sets. 





Miller Fold-O-Flector 


The Miller Fold-O- 
Flector for Photoflash 
lamps is designed to fit 
the need for a reflector 
having sufficient reflecting 
surface to insure maxi- 


also offered to prevent 
waste of light and yet be 
convenient for carrying. 
It may be used with from 
one to seven lamps by 
special clip  arrange- 
ment. Extra lamps are 
fired by light rays from 
the centerlamp so_ that 
the battery is only utilized in firing one lamp. The Fold- 
O-Flector folds. Hand model operates with current from 
ordinary flashlight battery in handle. Handle containing 
battery may be removed to allow use on stand or to permit 
the use of a series of reflectors for group work. It may 
also be operated with ordinary house or office current. 
Junior model No. 486 may be folded as shown in illustration. 
Tripods are also offered for use with the Fold-O-Flector, as 
well as fiber folding cases for carrying equipment and spare 
lamps. The Miller Co., Meriden, Conn., is the maker. 
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second week’s 


your customers. 
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Potential customers, too, if your toy 
line is carefully selected to include 
what little girls find desirable. In the 


issue each month 
Hardware Age has specialized edi- 
torial features on toy merchandising, 
and the editors never lose sight of the 
fact that there are just as many little 
girls as little boys in the families of 
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NEW YORK CITY 


--+.» NOW You Can Offer Your 
Customers Freedom from This— 


Wwe longer need they play ring around the rosy 
with a raft of wrenches. No longer need you 


spend valuable time searching for the right wrench 
to fit some obsolete nut or bolt. Ask yourself this 
question, “How much time would I have to waste 
if a customer asked for a wrench to fit an obsolete 
carriage bolt or nut?” Take this means of prevent- 
ing that waste. Show your customer a CRESTOLOY 
KIT—so complete that its 3 Crestoloy Wrenches 
do the work of 33 double-enders—so compact 
that it fits the hip pocket. Crestoloys are quickly 
adjusted to any nut or bolt from 3/4 to 11/g inches. 
They are 30% thinner, 200% stronger, tougher 
than any adjustable wrench you ever had in your 
store. There is no spring in Crestoloy jaws. When 
they take hold, they hang on ’till you release them. 


Here’s a kit offering you an opportunity to 
reduce your wrench stock, conserve valuable shelf 
and counter space, clip valuable minutes from the 
time consumed in making 
every wrench sale. More- 
over in the CRESTOLOY 
KIT, you're selling a set 
of wrenches that will 
please the customer and 
by staying sold, build other 
sales and bigger profits for 
you. See your jobber to- 
day. He has CRESTOLOY 
KITS in stock. 


CRESCENT TOOL COMPANY 
Jamestown, N. Y. 








CRESTOLOY WRENCH SPECIFICATIONS: 

















| No. LENGTH CAPACITY WEIGHT 
| AC 16 6 inches 3/4 inches 5 ounces 
AC 18 8 inches 15/16 inches 8 ounces 
AC 110 10 inches 1 1/8 inches 13 ounces 
ali PEN eBacks 5 = 2a 
——— ——— 
| and Smith‘ 
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FREE’ 


One Dozen? 5¢ 





Safety Hasps 


For 
Limited 
Time 
Only 


12 


Safety Hasps 


(No. 704 pictured above) 


Free with only two dozen 
of these fastest selling 


MASTER PADLOCKS 





Master Prosperity Special No. A-1 
Your Cost $6 Resale $12 


YOUR PROFIT 100% 





One Dozen 
No. 99 
“GREYHOUND” 
“Pack” of twelve in at- 

















$2. Leading 25¢ seller. 
Multi-spring-lever se- 
curity, 111/16 “case, 12 
key changes, 1” shackle. 


Half Dozen 
No. 1100 
“BROWNIE” 


—in beautifully color- 
ed counter carton, net 
$2. Very popular 50¢ 
seller. Spring security, 
15 key changes, 12 
case, %” tapered 
shackle. 


Half Dozen 
No. 500 “JUNIOR”, 


Fastest selling 50¢ re- 
tailer onthe market. Six 
in counter carton, net 
$2. Double-spring- 
security, 30 key chang- 
es, 14%” case,34” shackle. 


MASTER LOCK CO., Milwaukee, Wis. 


World's Largest Padlock Manufacturers 
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tractive display, net | 








Outside Selling Builds Volume fer Carter 


(Continued from page 14) 


hardware business nearly 17 
years. 

By his canvassing Mr. Carter 
sold 42 power washing machines 
in six months, or an average of 
seven washers per month. Last 
year he sold seven oil burners 
at $313. During the same twelve 
months he sold 26 kitchen ranges. 

School house heating plants 
with the patent air circulators 
are an item that Mr. Carter likes 
to push, as these run into volume. 
In a twelve-month he sold 19 of 
these plants. Perhaps the most 
remarkable one-day record he 
ever made was on these school 
room heating plants. He sold 
nine of the school room heating 
plants at one township meeting. 

During the county fair at Au- 
dubon, Carter always has a tent 
20 x 38 at the fair grounds, and 
shows some of his larger items 
of merchandise. This space 
costs him $5 plus the rental of 
the tent, which he says can be 


had very reasonably. “It. cer- 
tainly pays me to be at the fair 
grounds,” said Mr. Carter. 
Last year I sold seven oil burn- 
ers. as a result of prospects I 
picked up by showing the burner 
at the fair grounds. This was in 
addition to some washing ma- 
chines, cream separators, kitchen 
ranges and other items.” 

However,- Carter does not 
neglect the store and the smaller 
items while canvassing. He is an 
advertiser. He uses the local 
papers pretty consistently for 
featuring seasonable items. Then 
he sends out a monthly house 
organ of eight to twelve pages. 
It carries from 24 to 30 adver- 
tisements, featuring as many 
lines each month. 

George Carter is a progressive, 
successful merchant, who has 
built a profitable business by tak- 
ing his goods to the customers 
rather than by waiting for them 
to come in. 





The Jobber as a Shock Absorber 


(Continued from page 17) 


ufacturers are irritating. Some- 
times their claims seem to be 
small and mean. Sometimes 
jobbers seem to be unreasonable. 
They don’t seem to realize that 
while they are having their 
troubles, the manufacturers are 
having their troubles too. The 
attitude of many jobbers toward 
manufacturers is that the manu- 
facturer has inexhaustible cap- 
ital, and also unlimited profits 
upon which he can draw. They 
don’t realize that when a business 
is conducted on a large scale, 
when things go wrong capital is 
rapidly exhausted and _ profits 
quickly disappear. The larger 


the business, which means heavi- 
er fixed charges and greater ex- 
pense, the more the process of 
losing profits is accelerated, 
changing from the black to the 
red. 
manufacturers to tell me of their 
troubles with jobbers. Most of 
them are about very small mat- 
ters. However, I think just at 
this time it is only fair to the 
jobbing trade of the country, that 
both manufacturers and retailers 
should give the jobbers credit for 
acting as the great shock absorb- 
er of the hardware trade in these 
depressing times. 


It is a common thing for 
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Ten Years of Railroad Progress 
and Its Effect on General 
Business 


HAT the locomotive has done in advancing the 

progress of our times was told recently at Princeton 
University by William C. Dickerman, president, American 
Locomotive Co. The address has been published by the 
Princeton University Press in a 36-page volume, illus- 
trated by a series of plates. 

In the 10 years, 1920 to 1929, railroad trackage in- 
creased from 406,580 miles to 428,200 miles. Railroad 
main lines in the United States in 1927 were 249,131 miles, 
or more than five times the mileage in Russia, which was 
in second position, and almost six times that in Canada, 
in third position. Locomotives in the United States de- 
clined from 64,746 to 57,571 between 1920 and 1929. 
But their aggregate tractive power increased from 2341 
million lb. to 2551 millions. The average tractive power 
went up 23 per cent, from 36,365 lb. to 44,798 Ib. 

Freight cars declined 2 per cent in number, from 2,322,- 
122 to 2,277,464. Their aggregate capacity, however, 
went up 7 per cent, from 98,342,700 tons to 105,410,100 
tons. Passenger cars declined in number from 53,501 to 
52,259, but Pullman cars increased from 7726 to 9529. 

Car loading increased from 45,118,500 cars in 1920 to 
52,789,800 cars in 1929. Originating freight tonnage in- 
creased 642 per cent, from 1,255,421,000 tons to 1,339,- 
091,000 tons. Ton-miles increased 9 per cent, from 410.3 
billions to 447.3 billions. The service of each freight 
car increased 11 per cent in ton-miles. But the ton-miles 
of service for the country was less for each individual in- 
habitant by 4.4 per cent, having declined from 3855 to 
3685. Passengers carried declined 37 per cent in num- 
ber, and 34 per cent in passenger-miles. Each inhabitant 
on the average was carried 440 miles in 1920, and only 
256 miles in 1929, a drop of 42 per cent. 

In spite of the considerably greater freight service per- 
formed, the number of railroad employees declined 18 per 
cent, from 2,023,000 to 1,661,000. A further element in 
efficiency is shown by a reduction of 10 per cent in the 
amount of coal burned in freight service, with an increase 
of 8 per cent in the revenue tonnage moved. Average 
freight train speeds and train loads increased enough so 
that the ton-miles for each train-hour went up 65 per cent. 
In passenger service, the Twentieth Century Limited in 
1920 used seven steam locomotives between Harmon, N. 
Y., and Chicago. The average locomotive run was 133 
miles. Today two locomotives do the same ‘work, one 
running 588 miles from Harmon to Cleveland, and the 
other 341 miles from Cleveland to Chicago. 


There is one group of customers we are sometimes prone 
to neglect. Their wants are many—urgent. They come in 
bunches, rarely alone. They want the best always, and 
sometimes they get into hot arguments as to which is the 
best. Listen to them; they can teach you a lot. 

They would buy out your whole stock of things if 
“Daddy’s” purse were only long enough. As customers, 
their needs from you are quite the same as those of the 
grown ups. Treat them as such. 


—W. H. McGaw, Cohasset, Mass., at Boston. 
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This can be 








Your customers can do 
any job better with 


AMERICAN 
SCREWS 


HE first thing for your 

customers to consider 
when selecting screws is- 
known quality and the sec- 
ond, the type of screw best 
fitted for the particular job. 










American Screws have sharp 
gimlet points, true - runnin 
threads and slots which stand 
the strain. They are made in 
types and sizes to meet all of 
your customers’ needs. 


Your customers can do any job 
better with 


AMERICAN SCREWS 





wOoD 
SCREWS 


TIRE 
BOLTS 


STOVE 
BOLTS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST PANDOLDH SL.CHICAGO,ULL. 


MACHINE 
SCREWS 


Put lt Together With Screws 
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TE KEES Ie 


PROFIT MAKING 
HARDWARE SPECIALTIES 





When Winter Comes Every 
Car Owner Needs a 


Kees Frost KLEERER 


Wherever snow, sleet and frost are preva- 
lent you will find an unlimited market for 
Kees Frost 
Kleerer. 





Removes dan- 
gers of winter 
driving by 
keeping wind- 
shield clear of 
ice and snow 
Aluminum 
frame; trans- 
parent back; 
nichrome re- 
sistance wire. 
J Complete with 
y wire and 
switch or cowl light socket for Ford cars. 

















Attractive display cards and other dealer 
helps furnished: Write NOW for full in- 
formation about this big profit maker. 











Uteansparent,7eacnZ7, 
Yh f C7 WJ 


Ys We 









F.D. KEES MFC. CO. 


BEATRICE, NEBR. 











money 
in 
toys ? 


Certainly. And not 
only at Christmas 
either. 


Read the stories of suc- 
cess in HARDWARE 
AGE. You'll also find 
the manufacturers 
ready to help you suc- 
ceed. Read their ad- 


vertisements. 


HARDWARE 
AGE 
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Ten Rules for Rebuilding Business 


(Continued from page 21) 


plays, not into the street nor into 
observers’ faces. Compel people 
to look because the displays are 
bright. Keep them looking be- 
cause they are new, attractive 
and interesting. 

6. Count your available pop- 
ulation and estimate the amount 
of business you ought to be get- 
ting from that number of people. 

How to do it: Recent figures 
estimate that there are nearly 
37,000 retail hardware stores in 
the United States catering to our 
120,000,000 people. That 
means one hardware store to 
about 3300 people, or to approx- 
imately 660 families. Retail 
hardware store sales are put at 
$2,000,000,000 for the year, 
which would mean an average of 
some $54,000 per store. Are 
you getting at least your share? 
Some are getting three or four 
shares; $4,500 per month means 
$6.82 per month per family or 
$81.84 per family per year. 
Are your families, those families 
whose trade you expect to hold, 
paying you that much on the av- 
erage? If not, can they be in- 
duced to do so? 

7. Stimulate your salesmen to 
increased selling efforts. 

How to do it: If you have a 
salesman who is not working as 
hard as he ought in order to 
make sales rather than merely to 
wait on customers, make a set of 
figures on his time and labor. 
Show him how much of each dol- 
lar he takes in goes to him and 
how much is profit left for the 
store. Show him that, working 
50 hours a week at a weekly sal- 
ary of $32.50, his time costs the 
business 65 cents an hour. If 
the store gets a net profit of 8 per 
cent on its sales, that salesman, 
even with a sales average of $8 
per hour, is getting as much for 
his work as the store makes out 


of it. Make it plain to him that, 
unless his services add to the 
business by increasing sales, he 
cannot be a profitable invest- 
ment. Convince him he must be 
a profit maker. 

8. Look for new and desirable 
side lines that will gradually 
grow into features for the store. 

How to do it: Note what lines 
hardware merchants in other 
cities are featuring. Visit their 
stores and see what they do with 
such staple lines as radios, elec- 
trical goods, china or glassware, 
toys, floor coverings, domestic 
lighting plants, electric washers, 
vacuum cleaners and refriger- 
ators. Take a survey of the local 
field and see which lines are not 
being successfully sold or han- 
dled with satisfaction to consum- 
ers. Take on such a line in a 
small way and build it into a 
real feature factor. 

9. Subscribe for and read 
thoroughly the trade journals 
covering the lines and also the 
side lines you handle. 

How to do it: Make a list of 
your feature lines and those you 
would like to feature, such as 
radio and phonograph goods, 
toys, sporting goods, electrical 
lines. Subscribe for a trade 
journal in each line. Don’t be 
afraid to spend some money that 
way. Any merchant who spends 
less than $10 a year for trade 
periodicals is passing up real op- 
portunities. Such expenditure is 
an investment that will help a 
dealer to become a leader in his 
field. It will help him to carry 
the best stock and to use the best 
selling methods. 

10. Help in all general busi- 
ness stimulation plans in your 
community. 

How to do it: Take an active 
part in chamber of commerce 
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work and keep in touch with the 
secretary, passing on to him any 
ideas acquired as to plans used 
in other cities. Talk with fellow 
business men about plans for 
bringing more business to town. 








Show a willingness to help in 
any public movement looking to 
the betterment of business or 
living conditions. Be a builder 
with the other community 


builders. 





Sporting Arms and Ammunition Manufac- 
turers’ Institute Colleets Game Conserva- 
tion Data for Container Inserts 


i ie assist in the conservation and 
increase of game birds the Sport- 
ing Arms and Ammunition Manufac- 
turers’ Institute, 103 Park Avenue, 
New York City, recently summarized 
its findings in reference to various 
phases of game bird conservation. 
Loading companies have been given 
copies of the information in a con- 
densed form, so that some of the data 
may be used in preparation of am- 
munition container inserts. 

Nineteen headings are used in the 
summary of the data. It is pointed 
out that heedless shooting, cripples 
or wounds at least one game bird to 
every three brought to bag. Hunters 
are advised to refrain from reaching 
too far and to get cripples down, 
whenever possible. The statement re- 
fers to game as “capital,” which 
should be allowed to increase by 
providing food and cover. Sports- 
men are urged to use other’s property 
for shooting purposes, only with per- 
mission of the owner, thereby being 
true sportsmen. 

The data points that there are 
7,500,000 sportsmen after game birds 
this year and that it is the duty of 
each to refrain from cleaning out 
the covers and damaging private 
property. Under ideal conditions a 
dozen pair of quail will increase to 
over 3000 in three years, says the 
Institute. Information dealing with 
the problem of increasing a game 
species may be obtained from the 
Department of Agriculture, Washing- 
ton, D. C. 

Included in the data is a summary 
of the American Game Policy, 
adopted by the 1930 American Game 
Conference, 233 Broadway, New 
York City. It is in favor of extend- 
ing public ownership and manage- 
ment of cheap game lands, recogni- 
tion of the land owner as custodian 
of public game on all other lands, 
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training game experts and finding 
facts on conservation. The Confer- 
ence asks that the best means of com- 
pensating the landowner for growing 
game crops be sought. 

What a fire in a field or forest 
can mean is given attention in the 
report. It is pointed out that camp 
fires should be carefully extin- 
guished, as well as lighted cigars, 
cigarettes, burning matches and em- 
bers. The Gunner’s Code is, respect 
the rights of landowners, give game a 
sporting chance and obey the game 
laws. 

Hunters are requested to feed 
birds. It is stated that “an ounce of 
grain a day keeps the doctor away 
for a bird.” Quail, pheasants, par- 
tridge, grouse and other upland birds 
will survive even under severe winter 
conditions, if they have sufficient food 
and cover. One of the simplest and 
best winter feeding stations for up- 
land game consists of a few shocks of 
corn left in the field un the sunny 
side of the woodlot, with the shock 
spread apart a little at the bottom, 
partially stripped. 

The sportsman is cautioned to be 
careful of the farmer’s stocks, to 
avoid destruction of birds and nests 
during nesting season and to leave 
some game for the other fellow to 
prevent complete destruction of game 
in a locality. Hunters are also asked 
in the report to drive carefully to 
preserve in addition the lives of hu- 
man beings. 

Sportsmen are reminded _ that 
1,000,000 birds are now wearing 
bands placed by the United States 
Biological Survey to facilitate study 
or routes traveled in migration as 
well as mating habits and other im- 
portant questions. At the end of the 
report is the advice, “Sportsmen, do 
your bit.” 











Adequate Display 
Equipment 
HELPS BUILD 
Volume Sales 


SAVES 
time of clerks 
CONSERVES 
valuable space 
and puts 


INCREASED PROFIT 
IN YOUR TILL 


= 
SEND the coupon below for 
helpful, informative booklet on 
modern store arrangement. 


(‘B) 
RLOY 
| xt Sanaa co NNT 


DISPLAY FIXTURES 
SOLD THROUGH LEADING JOBBERS 
id 
THE BERGER MANUFACTURING COMPANY 
Division of 
Republic Stee! Corporation 
CANTON, OHIO 


Please send illustrated booklet entitled “Steel 
Merchandising Equipment for Hardware Stores.” 




















mie pe 


gs. 


239 West 39th St. 


There Are Many 
Ways To Gain 
The Women’s Trade 


ND this trade is 

well worth hav- 
ing! Do you know 
that in some sections 
49% of the customers 
are women? How 
many of your custom- 
ers are women ? 


Items such as paint, 
varnish, lacquer, 
housefurnishings, 
kitchenware, electri- 
cal supplies, etc., all 
lend themselves to 
displays and sales 
ideas that willattract 
women to your store. 


Read the articles that 
frequently appear in 
HARDWARE AGE 
telling how mer- 
chants everywhere 
are gaining this de- 
sirable trade. 


Hardware Age 


New York City 


Err 








Stanley ee 
Adjustable 
Square 





This square is 
made by The Stanley 
Rule & Level Plant, New Britain, Conn. The user may easily 
remove the blade when desired. The maker states that the 
blade cannot drop out accidentally. To reverse the blade, 
end for end or to move it, it is only necessary to loosen the 
adjusting nut a half turn and slide the handle to the desired 
position. To remove the blade, to use as a straight edge, 
adjusting edge is spun downward, the handle moved to the 
end of the blade, swung to a vertical position, and lifted off. 
Adjusting nut and bolt remain in the handle. Features are: 
handle of hard iron has machined surfaces shaped to fit the 
hand, rolled tempered steel blade, polished, triple depth, 
engine marked figures and graduations, and 100 per cent 
reversibility of blade, which permits right to left and left to 
right readings in 8ths and 16ths of inches. 





Fada 1931 Radios 


Illustration shows the 
model 51, 7 tube super- 
heterodyne radio receiving 
set with power pentode. It 
lists at $69.50.- It has 
multi-mu tubes, 100 per 
cent shielding and is said 
not to interfere with other 
nearby receiving sets. 

Other sets included in the 
1931 line offered by F. A. D. Andrea, Inc., Long Island City, 
N. Y., are an 8 tube console model with wut pull pentodes, 
and two deluxe models—10 tube sets. The DeLuxe models 
have automatic flashograph, telling the exact point at which 
a station is precisely tuned for, and automatic volume control. 
8 tube console lists at $112.50. Models 45 and 49 list at 


$147.50 and $175 respectively. 





Keystone Anti- 
Splash Shampoo 
and Bath Spray 


The Anti-Splash | 
spray has a patented ' 
head which controls 
the direction of the 
stream, the water 
striking the head al- 
most in a straight line 
instead of a diagonal 
direction. The Key- 
stone spray may be 
used for a shower 
bath. Head is rubber 
covered and there are 
no metal parts ex- 
posed, making the unit easy to keep clean. Each spray 
is provided with 5 feet of newest type ribbed rubber tubing, 
attractive in appearance and long wearing. It is furnished 
in modern pastel shades: red, blue, green, orchid and maize. 
Keystone Brass & Rubber Co., Philadelphia, Pa., is the maker. 
Smaller size spray lists at 75c., while the larger model lists 
at $1.00. Dealer discount is 40 per cent on both types. 
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“he 
MYERS 


MYERS 
Shallow Well } 
Home SelfOiling 




















Water O give Myers Water System Dealers every sales Deep Well 
Systems advantage we safeguard customer satisfaction Water 
PR Sizes with the highest standard of quality. Dependable, System 

50 t03500 care-free, low cost performance over a long period Belt or | 





of time for the home or farm, or for any other Chain 
purpose up to ten thousand gallons of water per Drive tome 
hour, offers unusual possibilities for the aggressive 
dealer. More information and copy of our new 
complete Water System Catalog will be mailed 
promptly on request. 








Write or Wire. 


THz FL.E.MYERS & BRO.¢co: 


ASHLAND, — 1. 


2510 ¥ sai es J Ps...) 





















































bl ete eile — —. ) PUMPS ‘WATER MY HAY TOOLS 




















Your Customers KNOW and 


FAULTLESS 
CAS [fee 










‘ PIVOT BEARING 
New York ostieeniaien BALL BEARING 
Chicago GRIP NECK 
Grand Rapid: . ' TRUCK CASTERS 
rece m4 ‘ FAULTLESS - CASTERS oo oe INSTITUTION CASTERS 
8 EVANSVILLE, INDIANA des A COMPLETE LINE 











Thousands of Moe's Poul- 
try Fountains are in daily 
use. They save time, pro- 
vide the flock with plenty 
of clean water, are trouble 
free and give long service. 
One of the many good items 
in Moe’s Big Line of Poul- 
try Equipment. 





\ POULTRY SUPPLIES 


Phenix Mg.Co, Mitwaukee 
Halt Set H a rdware 


made by us is used on many 
ALL important municipal buildings, 
HANGERS hospitals, and the better homes. 
AND It is recommended by leading 
FASTENERS architects. Phenix Hangers and 











Write for 


FOR Fasteners have stood the test Half Set” Moe’s Automatic Catalog 
SCREEN of many years. Their sturdi- No. 102 Poultry Waterer and Prices 
AND STORM ness, utility and — ~— 
WINDOWS them the most profitable hard- 
AND DOORS ware line HoEFT & COMPANY 
INCORPORATED 
Phenix Mfg. Co., 1122 E. Center St . , 
Socaras : 2305 Davis St. North Chicago, Il. 


MILWAUKEE, WIS. 
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NET-WICK 


Poultry Fence Never Sags 


Our new combination of mesh and gauge 
wire is reinforced so securely that no 
rail support is needed at top or bottom 
to prevent sagging... Both Horizontal and 
Perpendicular wires are FULL GAUGE 
and made from best Open Hearth Steel. 
We control every operation. Galvanized 
before or after weaving. Your jobber will 
supply you. 











No Corroded Seams 


No Poisonous Fumes 


These are only two of the reasons 
why Rubyfluid is such a profitable 
selling Soldering and Tinning Flux. 
Send for FREE Sample and Prices. 


RUBY CHEMICAL CO. 
68 McDowell St., Columbus, Ohio 











Sell Stewart Fence 





The hardware merchant is = 
logical man to supply ne! — 
hood demand for Stewart 
Homes, playgrounds, = 
and factories are buying Fence 
every day. Good business. 
: —. No investment ae) 
Stewart Fence adver 
tisements appear every month in 
rts & Decoration, Beau- 
tiful, American Home and other 
leading national magazines. 
We make a complete line of 
both Wrought —_ and Chain 
Link Wire Fenc 


The Stewart Iron aes 
737 Stewart Block, Cincinnati °. 


Se 
























































Stop in 


We will be glad to help you 
with your sales problems. 


Hardware Age, 


239 W. 39th Se. 
New York City 

















Hamilton Bolt-Action 
-22 Model 47 Rifle 


This Hamilton Bolt-Action .22 caliber rifle 
has an efficient safety device that prevents its 
being discharged by an accidental blow on the 
bolt or cocking device. It is easily loaded, as 

the cartridge is merely dropped in the open- 
ing and automatically inserted in the firing 
chamber when bolt is pushed forward. Shell 
does not have to be fitted into the firing cham- 
ber by hand. Rifle, which is made by C. J. 
“Hamilton & Son, Plymouth, Mich., has a 
positive, automatic ejector, which throws shell 
away from the gun. , Solid breech block is 
said to absolutely prevent blow backs. Firing 
pin is heavy and unbreakable and trigger pull 
is firm. Front sight is of knife pattern, while 
rear sight is of Buckhorn type and is adjust- 
able. Barrel, which is blue black with rust- 
proof lining, may be cleaned with soap and 
water. Suggested retail selling price is $3.50. 
Dealer cost is $2.60 east of the Rockies, and 
$2.81 beyond that point. 








New Gillette Line Has Stud Arrange- 
ment to Protect 
Blade Patent 


The Gillette Safety 
Razor Co., Boston, Mass., 
recently perfected several 
different designs of studs 
as a means of curtailing 
the use of other makes 
of double-edged blades 
with Gillette and Probak 
safety razor_ holders. 
Studs will be placed in 
many different positions, 
on either the cap or 
guard ‘of the razor. In 
the opinion of the Gillette 
company’s ‘patent attor- 
neys, any blade which 
fits all the stud arrange- 
ments will definitely in- 
fringe _upon the Gillette 
patents. The attorneys 
are also said to be of the opinion that any blade equipped 
with corner recesses to receive reinforced cap corners infringes 
upon Gillette rights. Gillette dealers will not have to carry an 
assortment of the different studs in order to meet customers’ 
demands. Any or all of the various type studs will hold either 
Probak or Gillette blades. The new stud design is simply a 
means of patent protection, a greater problem since the merger 
of the two companies to form the new Gillette organization. 
Although only nine Probak razor stud arrangements are illus- 
trated, numerous other combinations have been evolved and 
applied to both Gillette and Probak razors. Shipments may 
contain only one of the stud arrangements shown, or a com- 
bination of several types. All Gillette razors are now marked 
with the patent numbers covering the rights held by the com- 


pany. 
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Conlon Converter 
and Kitchen Aids 


The Conlon converter at- 
taches to the Conlon ironer 
from the gear housing end 
for transmitting power from 
the motor to the portable 
household devices without in- 
terfering with independent 
operation of ironer. It may 
be attached permanently. 
Converter locks in operating 
or folding position by means 
of “pull out” plunger on inner 
lug or worm unit casing. 
Illustration shows the Conlon auxiliary washer, having capacity 
of 2 lb. dry weight of clothes in 214 gal. of water. Weight 
of washer is 614 Ib. The Conlon food mixer consists of 
beater, bowl and bowl plate. Mixer is 9 in. high and weighs 
2% lb. Bowl is of 3-pint capacity. A fruit juice extractor 
consisting of post and bowl is also offered with top having 
reamer attached to the shaft. Bowl has removable strainer 
and self-draining spout at one side. Complete device is 
8% in. high and weighs 114 lb. List prices are: converter, 
$25.00; auxiliary washer, $16.50; food mixer, $18.00, and 
fruit juice extractor, $10.00. List price of complete set is 
$60.00. Conlon Corp., 19th St. and 52nd Ave., Chicago, IIl., is 
the maker. 





Yale Combination 
Padlock 


The Yale & Towne 
Mfg. Co., Stamford, 
Conn., has developed this 
combination padlock, 
which operates similarly 
to the Yale bank lock. 
Combination consists of 
three positive numbers, 
which may be used in 
any of 50,000 positive 
combinations. Padlock 
has been designed espe- 
cially for locker service 
in gymnasiums, schools, 
clubs, bath houses and 
other places having ex- 
tensive locker facilities. 
It is built in two different 
models. No. 364, suitable 
for general use, is oper- 
ated by combination only. No. 374, in addition to the com- 
bination, has an emergency master key for convenience. It 
is offered only for use in a locking system requiring a num- 
ber of padlocks. In all other particulars the padlocks are 
of identical construction. Locks need not be returned to the 
factory for change of combination. Dial cannot be turned 
when shackle is out of case. Lock sets immediately when 
shackle is pushed into case. Cases and shackles are cad- 
mium plated, making them adaptable for outdoor use. Cases 
are of heavy die cast metal, 134 in. in diameter. Shackle is 
case hardened steel, 14 in. in diameter, with clearance of 
13/16 of an inch. Dial is black with white letters. No. 364 
lists at $1.00, while No. 374 lists at $1.25. Record charts 





WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth C , 660 St. Catherine Street West, 
Montreal, P. Q. 


Walworth International Co., 19 Rector St., New York, 
Foreign Representative 
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“TIVES” Patent Ventilating Lock 





Shewing Window 
Closed 


Manufacturers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 








The Trow & Holden 

9 \\ 

Cutters’ Hand Hammer <> 
RY 








Send for catalog illustrating 
complete line of our tools. 






‘Qs 
>) 
TROW & HOLDEN CO., Barre, Vt. 








SPECIAL TABLE OFFER 


This pee = ~~ eel 


Think of a genuine Heller Merchandising 
Table tor only $23.95! A new, up-to-the- 
minute table, designed to increase your 
sales. At this low price, you can afford 
to equip your store with tables. Easy 
fay od payments make it possible to pay 
for them out of income they bring you. 
Full size—7 ft. x Ly RE inches. Height 
34% in. been = ished in medium 
i 


gloss 
FREE! 


offer is good for 
Six Merchandis- 


sais $32 





for Se 


summer months 
so hurry! 


ebhance to buy -_ table. 
genuine Heller alene 
equipment at so oriee of table. 








low a price. 
Sea SB Bees mee se ee eS eS Se ee Se ee Se ee oe es Ss 


SEND THIS Ww. C HE HELLER & CO.» Montpelier, O. 
COUPON pecial 


Send con ete information on your 5 
offer 0. 27 tables. 


SIGN “NAME AND ADDRESS IN MARGIN 





summer 
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are supplied to large users of the padlocks. 
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REAL FILE VALUE 
is represented by the 
NICHOLSON 
and 


BLACK DIAMOND BRANDS 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S. A. 


crols, ota 
s Se% A FILE 
USA. FOR : 

moe am EVERY — 
Providence Factory PURPOSE Philadelphia Factory 


NICHOLSON FILE CO. G. & H. BARNETT CO. 








For Bank Messengers and “Runners” 


The Peerless 
Handcuff Acces- 
sory is used suc- 
cessfully by bank 
messengers, run- 
ners and all who 
carry securities. 
It protects the se- 
curities. 





Also for Transporting a Single Prisoner 
A single PEERLESS Handcuff is secured to one end 
of a five foot chain and a three-inch ring to the other 
end of the chain. Simple and practical. Good Seller. 
Send for Folder and Prices. 


Peerless Handcuff Co. Springfield, Mass. 
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& SESSIONS LD. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 











DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 








| Pearce, Managing Director, Wesley Building, Philadelphia. 


| Minn. 





Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Convention, New Palmer House, Chicago, III., Oct. 19, 20, 
21, 22, 1931. Charles F. Rockwell, secretary-treasurer, 
342 Madison Avenue, New York City. 


Iowa RetatL HARDWARE ASSOCIATION CONVENTION AND 
ExuiBiT10on, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


MicHicaN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Secretary’s 
Office, Marine City. 


Minnesota Retatt HarpwaRE ASSOCIATION CONVEN- , 
tion, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 


New EncLanp Retatt HARDWARE DEALERS ASSOCIATION 
CONVENTION AND Exuisiti0on, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


NortH Dakota Retait Harpware Association Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INC. CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 


Soutn Dakota Retart Harpware Association Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Adverti ts from ployed pted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 

Adverti rom ployed pted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 











MANUFACTURING EXECUTIVE 


29 years of age, married, fourteen years’ experience. Previous 
connection in the hand tool manufacturing. Sold interest. Excep- 
tional ability in cost reducing, organizing, purchasing, accounting, 
and all the many duties of a manufacturing executive. Can make 
investment. Any reasonable salary considered. Best of references, 
Any part of country or Canada. Very familiar with hardware dis- 
tribution. Have an exceptional record as a profit maker in a very 
competitive line in a time of depression. Address Box J-392, 
p. care Hardware Age, New York City. 

















PURCHASING AGENT—Age 40, Married, desires permanent connec- 
tion. 20 years’ experience in purchasing, production and controlling in- 
ventory and stock records of materia!s, mill supplies and equipment. 
Excellent knowledge regarding market values and source of supply. Best 
of references. Available at once. Address Box J-390, care of HARDWARE 
Ace, New York City. 





TRAVELING SALESMAN with many years experience and extensive 
clientele wishes to make connections with some manufacturer of hardware 
as representative in Ohio. Can furnish good references and show success- 
ful sales records. Address Box J-388, care of Harpware Ace, New 
York City. 





HARDWARE MAN, 30 years of age, married, American, 10 years’ 
eee experience as shipping, stock, receiving clerk and order picker. 

am familiar with the hardware, auto accessories, electrical, plumbing 
supplies and house furnishings, can drive car. Desire connection with 
manufacturer, jobber or retailer. Last position held for large auto acces- 
sories chain Store organization as a warehouse manager. Salary no object, 
will travel if necessary. Can supply best of references. Address Box 
J-352, care of HarpwareE AcE, New York City. 





HARDWARE MAN, with many years of retail experience, desires a 
permanent connection with a progressive dealer, I have an expert knowl- 
edge of shelf and builders’ hardware. tools, paints. plumbing. electrical 
supplies, farm and garden implements. Can take complete charge of 
paint or builders hardware departments and am well versed in modern 
sales and merchandise methcds. Excellent references. Address Box 
J-376, care of Harpware Ace, New York City. 





YOUNG married man, 28, with 12 years’ experience in buying and 
selling, desires opportunity as buyer or assistant buyer with progressive 
jobber or Mail order concern. Large department stores will be considered 
if advancement is offered. Reasonable salary to start. Will go artywhere. 

cellent references furnished on request. Address Box J-364, care of 
Harpware AcE, New York City. 





SALESMAN with ten years’ selling experience to hardware jobbers, 
large retailers and department stores wishes to represent manufacturer 
in Western Pennsylvania and West Virginia territory. Single, college 
education, 36 years of age. Best of references. Salary or commission. 
Address Box J-382, care cf Harpware AcE, New York City. 





SALESMAN—Experienced, age forty-five, married, covering hardware 
trade in Minnesota and Western Wisconsin every four months. Now 
employed. Appreciate factory sales commission or salary proposition. 
Effective September first. Address Box J-381, care of HARDWARE AGE, 
New York City. 





HARDWARE MAN—Desires change, 17 years’ experience in general 
hardware, store management, builders’ hardware, mill supplies, single, 
34 years of age, excellent references, salary secondary to opportunity. 
Address Box J-369, care of Harpware Acg, New York City. 





EXPERIENCED YOUNG MAN, eight years’ retail hardware wants 
connection with small retailer. Capable of managing store and handling all 
details. Metropolitan district preferred but not essential. Address Box 
J-385, care of Harpware Ace, New York City. 





HELP WANTED 


One Cent a Word; Minimum Fifty Cents per Insertion 
ee ery ee ae ehbi ek <eé ae $5.00 
Four Consecutive Insertions, of Box Displays—10 Per Cent Discount 








WANTED 


National distributor of Hardware, Implements, 
Plumbing, Heating, Paints, etc., with many 
stores offers opportunity for permanent employ- 
ment to men who have operated or been em- 
ployed in Hardware Stores handling above 
lines. 


Must be able to plan and estimate plumbing 
and heating jobs and also handle ALL other 
duties connected with the successful operation 
of a country Hardware Store. 


Write in confidence giving all details including 
age, names of former employers and past and 
present salary. Address Box No. 7432-A c/o 
Hardware Age, 1507 Otis Building, Chicago, II]. 
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WANTED; about Scptember 1, a position by hardware man with 25 
years’ experience in Builders and General Hardware. Capable of taking 
charge, Massachusetts or New Hampshire preferred. Address Box J-387, 
care of Harpware AGE, New York City. 





BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limes........--0seeeeeeeeeeeeee 
Jolmakk Bex Display. o.c.cc ccc ccdiscinccccccsccsccccscocccsses 
Four Consecutive Insertions, 10 Per Cent Discount 





FOR SALE, at a great sacrifice for quick sale, 83 lineal feet “Duluth” 
Oak finish fixtures, 1 Oak finish Nail Counter with 27 metal bins, 2 
sections steel bolt shelving, cash register, garden tool rack, four display 
tables and small safe. C. E. STARR, 400 S. Main St., Phillipsburg, 
New Jersey. 





SALES REPRESENTATIVES WANTED 


Set Solid. Minimum of Five Limes........eseeeseeee88 
l-Inch Box Display......... cece cccccccccces 
Four Consecutive Insertions, 10 Per Cent Discount 








‘Several Territories Open for Live Manu- 
facturer’s Agents 

calling on hardware dealers and jobbers, depart- 

ment stores, etc. We have some first class specialties 

that are necessities and priced to sell, State terri- 

tory and lines handled. 


ADDRESS BOX 
eare of HARDWARE AGE, 


J-371, 
New York City. 














— 





WE OFFER cn liberal commission basis one of the leading Padlock 
and Rim Night Latch lines. Will consider only high grade salesman calling 
on both jobber and dealer and well acquainted with Hardware trade, 
Must presently be carrying only a few good kindred lines. 5 lerritory— 
Penna. excluding Philadelphia district, W. Md. and W. Va. Address 
Box J-386, care of Harpware Ace, New York City. 





100 per cent pure Manila rope, 14c. 


D. 
ROPE SALESMAN WANTE Unites Fibre 


Ib. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 





SALES ACGOUNTS WANTED 


Set Solid, Minimum ef Five Limes.......-seeeeersseessecers 


l-Inch Box Display. ...-.--seesceseeeeeess 
Four Consecutive Insertions, 10 Per Cent Discount 


$3.00 
25.00 


ee eeeeeee 





EXPERIENCED salesman wants direct factory line on commission 
for Illinois retail trade. Have sold the trade for 14 years, Accounts 
well established in towns large and small ever entire state. Territory 
thoroughly covered. Must be quality merchandise by reliable company. 
Address Box J-373, care of Harpware Ace, New York City. 





AVAILABLE—MANUFACTURER’S _REPRE- 
SENTATIVE, located in Minneapolis, contacting Wholesale Hardware 
Houses in the States of Minnesota, North and South Dakota and Western 
Wisconsin is desirous of adding one or two lines on a commission basis 
Mfgrs. Rep. 5256 Xerxes Ave., So. Minneapolis, Minn. 


REPRESENTATIVE 





CENTRAL AMERICAN TERRITORY wanted hardware or, related 
lines by young man experienced in selling to Latin Americans. Can take 
one or two good lines, commission basis. Good sales record and best, of 
references. Address Box J-391, care of Harpware Ace, New York City. 





MANUFACTURERS’ SELLING AGENT, selling to the wholesale 
hardware, housefurnishing and department store trade, can handle an 





additional line for Pennsylvania, New York and New England. Address 
Box J-368, care of Harpware Ace, New York City. 
TRAVELING SALESMAN with wide acquaintance among Rocky 


Mountain Store dealers wants hardware accounts and sporting goods lines 
on commission basis. Address Box J-389, care of HarpwarE AGE, New 
York City. 








SALESMAN covering Oregon and Southwestern Washington wants 
lines of hardware, electrical appliances and sporting goods on commission 
basis. H. C. COFFIN, 147 Fourth Street, Portland, Oregon. 
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DIRECT MAIL ADDRESSING 
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ANNOUNCING 
A NEW SERVICE 





of Greatest Possible Value to Manufacturers and 


Others Selling Through Hardware Distributors— 


from a List of Hardware Retailers Corrected 


Right Up to the Minute of Addressing: 


WHAT THIS MEANS! 


Elimination of Undeliverable Mail. 


Saving of Considerable Sums for 
Postage. 


Prevention of Loss of Valuable 
Direct Mail Matter. 


THE NEW YORK POST OFFICE 
BULLETIN, MAY 20, 1931, SAYS: 


“During a One Year Period More 
than 12,000,000 Letters Contain- 
ing Circulars and Advertising 
Matter Were Disposed as Waste.” 


Prompt Delivery of Mail—No Lost 
Time for Post Office Directory 
Service-Helps Uncle Sam Cut 
His Postal Costs—Reduces Taxes— 
Everybody Saves. 


Removes an Important Factor in 
Wasteful and Unproductive Di- 
rect Mail Advertising Campaigns. 

Lays the Foundation of a Successful 
Sales Program. 


Assures Being First to Contact Im- 
portant New Hardware Retailers. 


Saving up to $20,000.00 Annually 
for the Up-Keep of an Up-to-date 
Mailing List. 


MUCH MORE COULD BE SAID — 


Your’ Own Experience Will Bring 
Home to You the Value of This 
New-Up - to - the - Minute-Much 
Needed Addressing Service Which 


We have Developed for Your use. 


WRITE FOR DETAILS 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th Street, New York 











See Bese ee ee eeeeeeees wt 


GENTLEMEN : 
Kindly send me the details of your Direct Mail Addressing Service. 
| AT Lee Te ee eee PETE! OLESET EE PTET er NE Bo Saco ssoaneurrs 555008 sohsace sews saaeeueNs 
SRM 1h Funk sAN Sb ob ws rdied a bonerhscnpnbedd ses ¥ssse'e Sens RNG 23 d6NGsbshdpes chases ste skwagebiaseupusescceine 
eannenessseseseussssensssceseese esecesees ween eee wees eeesesseesssssessssesssensses 
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INDEX TO ADVERTISERS 











THB ADVERTISERS INDEX is published as a convenience and not as a 
part of the advertising contract. k 
No allowance will be made for errors or failure = insert. a 
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and Profit ith 
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BUDGE RON ‘ . B 
LOOK FOR THE “GaB” LABEL -- YOUR PROTECTION AGAINST SUBSTITUTION 


WOOD SCREWS 
Rivets Roofing Nails Scratch Brush Wire 
THE BRIDGEPORT SCREW CO. DReTERENE= ieee — is eee ae ee 


ing number 
Bri of new customers, testify to the soundness of our adherence to the standards of QUALITY 
idgeport, Conn., U. S. A. and SERVICE whch have estabiched asd til os emay d teal 


a cag The Gilbert & Bennett Mfg. Co. 
Milton Pray Co., San Francisco, Los Angeles, Seattle WIRE CLOTH, ‘NETTI “TING ‘and FENCING 


G. M. Baird & Co., Memphis, Tenn. Galvanized Steel Wire Cloth in all Meshes and Gauges 
ity Georgetown, Conn. Chicago" ~™ Kansas City, Mo. 


New York Ci 
























Something Worth Talking About 
When You Sell 


The “Ajax” 





TYPE 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 





years 


; we have been supplying the constant The reversible beveled side plates present a 
demand for high-grade crutch, cane and chair Tips to hard- pleasing and neat appearance when applied to the 
ware dealers. Tips molded of especially fine rubber, inter- door. 


nally corrugated and externally ribbed, and ee at _ , 
bottom by heavy fabric to prevent breaking. Supplied by ( ) 
your wholesaler or direct. Send for catalog No. 50—also — CHICAGO 2 


gives complete description of Friction Flug, Screw and 
SPRING HINGES 


Whittemore Tips. 
Originators of the rubber Tip for crutch and chair. 





INN) ScEEASTICTIP.COMPANY. guy | “Ysetuo"™te ner sermean® 
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A Hardware Line—that meets specific demands! 
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Natienal 


BUILDERS’ 
HARDWARE 


NATIONAL MANUFACTURING 60. 
STERLING WLINOIS 
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HE completeness of 
the National line 
of builders’ hardware is 


a strong point with 


dealers and the trade. 
There is no need to 
stock a duplication of 
items because 


National 


merchandise is uniform 
in quality throughout 
the line and moderate 
in price. It looks its 
worth! A steady de- 
mand has been built up 
through customer satis- 
faction. Forceful adver- 
tising and dealer aids 
keep the name National 
before the building 
trade. With this com- 
plete line a sale is made 
easily and quickly. 





National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 
Sliding Door Hangers 
Sliding Door Rail 
Garage Hardware 
Door Latches 
Screen Hardware 
Strap and Tee Hinges 
Half Surface Butts 
Mortise Butts 
Ornamental Hinges 
Cupboard Turns 
Sash Locks 
Sash Lifts 

















Write for further information 


NATIONAL MANUFACTURING 
- » ILLINOIS 


STERLING 


COMPANY 
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Your customers will buy NoMar 


f 


furniture rests on sight 


— They spread weight of furniture on 
their smooth Atlasite bases and protect 
floors, rugs, carpets 


The “Drive-On” NoMar 


Sharp edged hollow tube drives on 
without boring.a hole. Gives positive 
grip. 

Flexible joint permits tilting of fur- 
niture. The broad base remains flat 
on floor. 

Smooth, broad, base of unbreakable 
Atlasite, spreads weight, adds finished 
appearance. Saves floors. Slides 
smoothly. 











‘ 
ex ELE ee ee 
" sae 





The 
“SOCKET” NOMAR 


For Furniture with legs 
bored for casters. 


Display these items—they mean 
year ’round profits for you! 


National advertising is selling this prod- can meet any requirement 

uct to your customers. NoMar Rests ‘“Drive-On” NoMars for furniture not 
spread weight, save floors from gnawing bored for casters . . . “Socket” 
furniture legs, slide smoothly, and add NoMars for furniture that has socket 
finished appearance. No wonder house- holes . . . Casters for all purposes. 
wives buy them on sight. That makes a complete line up for 
With NoMar perfect floor 
Rests in stock, protec- 
your line tion — a 
of Bassick complete nev 
equipment i service. 


This is the steel driving tool that 
is packed with each set of 
“Drive-Ons.” 


There is a type 
and size of 
Bassick caster 
for every pur 
pose. 


Casters for 

every need in 

home, office or 
hotel. 








An open table display of casters and NoMar Rests will 
increase your sales, 


THE BASSICK COMPANY, Bridgeport, Conn. 


Bassick 


For 34 years the “buy-word’” for fine casters and furniture rests. 
HARDWARE AGE 





























